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Rough Proofs, _‘*Vs*"""“"_|OIL COMPANIES |Cola Advertisers Lock 


Beginning this fall Dr. West’s 
tooth-brush will contain bristles 
made of Exton, a new duPont syn- 
thetic material. Unfortunately, this 
may have the effect of putting a few 
more hogs on farm relief. 


oe 


When even a hog can’t feel that 
his market for bristles and sausage 
casings is safe from new competi- 
tion, you have to admit that life is 
getting pretty complicated. 


=~ = 


An opponent of Homicide Henry 
Armstrong who hears that his fight 
has been postponed must feel a lot 
like a condemned murderer who has 
just received a reprieve. 


, =F 


White Owl, it is reported, will con- 
tinue to feature those movie-length 
kisses in its advertising, thus mak- 
ing all its competitors feel very pro- 
saic and unromantic. 


7 = F 


Even a shoe polish manufacturer 
is now using sex appeal in his copy, 
giving readers a double reason for 
suspecting that it’s just a skin game. 


~,.¢ ¥ 


A new magazine devoted to occupa- 
tional hazards has been es.ablished. 
It should by all means include those 
peculiar to running a baseball club 
and holding an advertising job. 


i i 


Nowadays a publication represent- 
ative who has been out of college for 
more than four or five years is pre- 
sumed to be about ready to apply 
for an old age pension. 
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Visitors to the New York fair in 
1939 will be invited by advertising 
to spend a few days in historic Phil- 
adelphia. Among the relics to be 
shown will of course be Baker Bowl. 
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Though the FTC has proceeded to 
cramp the style of Fleischmann’s 
yeast copy, it has generously allowed 
the advertiser to continue to assure 
you that life begins at 40. 


vgf¥se iy? 


In withdrawing his company’s 
membership from the Distillers’ In- 
stitute, Gene Tunney remarked with- 
eringly that it has deteriorated into 
@ merely protective organization. 
The boy still carries a knock-out 
Wallop. 


, FV 


Returning vacationists report that 
they aren’t having to dodge nearly 
80 many trailers this year. 
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Naturally that interesting sugges- 
tion to the music industry to arrange 
its retail advertising with an eye to 


timeliness was presented by Mr. 
Klock. 
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Those over-enthusiastic practition- 
‘rs of air conditioning who assure 
you it’s cooler inside should be frank 
*Nough to add, “Now’s the time to 
£0 into cold storage.” 

Cory Cus. 


Sam C. Mitchell, for the past three years 
advertising manager of Kelvinator divi- 
sion, Nash-Kelvinator Corporation, and 
previously with Hudson and Reo, re- 


signed last week. Walter Jeffrey was 
named his successor. 


FOES OF STATE 
REGISTRATION 
IN FIELD DAY 


Trade Mark Hearing Swamped 
by Adverse Testimony 


Albany, N. Y., Aug. 11.—An ava- 
lanche of testimony against manda- 
tory state trade mark registration 
was presented to a committee of the 
National Association of Secretaries of 
State here today, with only one voice 
being lifted in behalf of the proposal. 
So strong was the opposition that 
Miss Doris Irene Byrne, executive 
deputy secretary of the State of New 
York, who presided as chairman of 
the association’s committee on uni- 
form trade marks and trade names, 
issued a statement declaring that the 
committee has an open mind and has 
no definite bill under consideration. 

Miss Byrne added that if sufficient 
interest were shown in the commit- 
tee’s findings, another meeting will 
be held in Chicago in the fall to give 
advertisers of that territory an op- 
portunity to speak their minds. 

Opposition to mandatory state reg- 
istration was led by George S. Mc- 
Millan, Association of National Ad- 
vertisers, New York. More than a 
score of other business organizations 
were represented. Mr. McMillan as- 
serted that the cost of state registra- 
tions, certain to run into large sums, 

(Continued on Page 25) 
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SET MINIMUMS 
IN N. Y. AREA 


Six Major Marketers Issue 
Price Contracts 


New York, Aug. 11.—Motivated by 
a price cutting battle in this terri- 
tory, six major oil companies this 
week signed dealers in the metro- 
politan area to fair trade contracts 
under the Feld-Crawford price main- 
tenance law, a move viewed today 
as indicating that the industry’s re- 
cent experiments in fair trade in 
New Jersey have been successful. 

There as here, establishment of 
minimum prices was brought on by 
a price war. The companies setting 
these minimums in the neighboring 
state were Standard Oil Company 
of New Jersey, Continental Oil Com- 
pany and Shell Union Oil Corpora- 
tion. 

Socony-Vacuum Oil Company pio- 
neered in this most recent venture 
into fair trade by signing contracts 
with dealers in four boroughs of New 
York City last week, and followed to- 
day by extending its fair trade pro- 
gram to Nassau County, Long Is- 
land. Five other companies have 
done likewjse within the last few 
days, another has completed all ar- 
rangements to make the test, and 
four others have the proposal under 
consideration by their legal depart- 
ments. 


Others Consider Move 


Currently lined up with Socony in 
the fair trade experiment are Cities 
Service Company, Colonial Beacon 
Oil Company, Shell Union Oil Corpo- 
ration, The Texas Company and Tide 
Water Associated Oil Company. The 
Pure Oil Company is about to join 
the movement. Each of the other 
leading refiners with New York City 
outlets is carefully watching results. 

Oil company officials told Apvertis- 
inc Ace that the step into fair trade 
has been a subject of much debate 
within the industry for some time. 
Many lawyers are still not convinced 
that the Feld-Crawford act can be ap- 
plied to gasoline prices, and predict 
that refiners signing up dealers will 
have to backtrack. 

Companies now considering the 
adoption of fair trade in this state 
include American Oil Company, Gulf 
Oil Corportion, Richfield Oil Corpo- 


(Continued on Page 29) 


Horns in Court Battle 


IN LEGAL FIGHT 


BIGGER. BETTER 


40 Years of 
experience 
has made it 
a leader 


WORTH A DIME 


This layout is typical of the promotion 

technique that has marked Pepsi-Cola’s 

aggressive drive to capture part of the 
vast soft drink market. 


New and Used 
Car Shortage 
Is Predicted 


Ovidence that a 
shortage of both new and used cars 
will develop before the 1939 crop of 
models is available is strongly indi- 
cated in an analysis of reports sub- 
mitted by representative automobile 
dealers to the National Automobile 
Dealers Association. 

These dealers also reflect the more 
optimistic attitude that is prevailing 
by predicting better business and 
larger sales during the last quarter 

(Continued on Page 29) 


Last Minute News Flashes 


Campbell Cereal Names Kastor 


Chicago, Aug. 12.— Campbell Cereal Company, Minneapolis, has ap- 


pointed H. W. 
Watson is account executive. 


Kastor & Sons Advertising Company as agency. 


W. R. 


New York Food Dealers Demand Loss Leader Law 


Rochester, Aug. 12.—State legislation prohibiting loss leader sales 
was demanded by the New York State Food Dealers Association at its 
annual meeting here today. With even more vehemence, the association 
condemned government aid to consumer cooperatives as “an act of dis- 
crimination which distorts the yardstick of comparative efficiency and 
tends to destroy the individual enterprise from which the government 


derives its chief support.” 


Roosevelt Heads Texas Network, Mutual Affiliate 

Fort Worth, Aug. 12.—The Texas State Network, headed by Elliott 
Roosevelt, embracing 24 stations to be affiliated with Mutual Broadcast- 
ing System, was incorporated here today by the President’s son, part 
owner of Station KFJZ; Harry Hutchinson, station manager, and Raymond 


E. Buck, president of Station KTAT, Dallas. 


Unfair Competition Charged; 
Attempt Is Made to 
Void Trade Mark 


New York, Aug. 11.—Pepsi-Cola 
Company took the offensive last week 
in the legal warfare which has 
broken out anew in the soft drink 
field, and started suit against Coca- 
Cola Company in the Supreme Court 
here, asking for an _ injunction 
against intimidation of dealers by its 
competitor plus damages. At the 
same time a petition was filed in the 
U. S. Patent Office in Washington, at- 
tacking the validity of the Coca-Cola 
trade mark and asking for its cancel- 
lation. 

The Supreme Court suit alleged 
that sale of Pepsi-Cola, assisted by a 
million dollar advertising appropria- 
tion, now exceeds that of Coca-Cola 
in bottles “in many of the key cities 
of the United States, including New 
York City, Philadelphia, Baltimore, 
Los Angeles, Chicago, Detroit and 
other important cities.” 

This is Pepsi-Cola’s answer to 
court action by Coca-Cola in Canada, 
in which an injunction was recently 
entered holding the Pepsi-Cola trade 
mark an infringement upon Coca- 
Colae Pepsi-Cola obtaired a satay. 
pending appeal in the Cauadian ‘Bu- 
preme Court, then opened fire on its 
own account in the New York courts. 

Hostilities between the two soft 
drink manufacturers date back to 
1931 when the candy stores con- 
trolled by Loft, Inc., refused to serve 
Coca-Cola. Suits and countersuits 
followed, with Coca-Cola trying to 
restrain the candy stores from serv- 
ing “substitutes,” and Pepsi-Cola 
charging interference with its con- 
tracts. The candy store chains, Loft, 
Happiness, and Mirror, entered the 
conflict with suits of their own. 


Based on Priority 


The recent outbreak came in Canada 
where Coca-Cola won an injunction 
against Pepsi-Cola. The appeal which 
the latter has taken will probably not 
be settled for many months, and a 
legal representative of the company 
told ApveRrTISING Ace today that an 

(Continued on Page 27) 


W hite Joins 
Schenley as 


Retailers War 


New York, Aug. 11.—Appointment 
of Alan White, formerly general 
manager of the Namm Store, Brook- 
lyn, to an executive position with 
Schenley Products Company yester- 
day was accepted in liquor circles 
here as further indication of a prob- 
able change in Schenley’s distribu- 
tion policy. First intimation that a 
change was pending was the with- 
drawal of fair trade contracts in the 
Metropolitan area on several Schen- 
ley lines a week ago. 

Officials of the company today de- 
clined to comment on the White ap- 
pointment, beyond the statement 
that he would occupy a new post, in 
an “executive merchandising capac- 
ity.” In the meantime, New York 
retailers were engaged in a lively 
price war, centering on the Schenley 
brands which have been withdrawn 
from price maintenance, but spread- 
ing to numerous other lines. 
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RCA AGREES T0 
TONE DOWN COPY 
ON RECEIVERS 


Sparton Refrigerator Claims 
Also Assailed 


Washington, D. C., Aug. 11.—The 
Federal Trade Commission’s relent- 
less pressure for literal truth in 
advertising continued this week 
with the announcement that RCA 
Mfg. Company, Camden, N. J., has 
agreed to abandon certain advertis- 
ing practices questioned by the 
FTC; that it has filed a complaint 
against another radio company, 
Davega-City Radio, Inc., New York; 
and that Sparks-Withington Com- 
pany, Jackson, Mich. has also 
agreed to discontinue certain al- 
leged misrepresentations in advertis- 
ing of Sparton refrigerators. 

The agreement with RCA follows 


Zenith, recently acceded. It involves 
a practice also attributed recently to 
some automobile companies—pictur- 
ing a fully equipped unit with a 
price which would appear at first 
glance to be that of the chassis and 
all of the equipment shown in the 
illustration. 

Under the agreement between the 
Commission and the radio compa- 
nies, the featured price, if it is the 
price of the radio alone, shall be 
accompanied by an_ explanation 
printed in equally conspicuous type, 
indicating clearly the combined or 
total price of the receiver and the 
accessory. 


Not True, Says FTC 


In the Davega-City Radio case, the 
FTC alleges that the company’s ad- 
vertising represents that its radios 
are sold at substantial reductions, 
leading the prospective purchaser to 
believe that the radios may be 
bought at the price advertised with- 
out the purchase of other articles. 
The “special prices” advertised are 
the customary prices at which radios 
are sold in the usual course of busi- 
ness by other dealers, the FTC 
alleges. Furthermore, the radios so 
advertised, according to the com- 


antennae are bought at an additional 
cost. 

The Sparks-Withington Company, 
the Commission said, has agreed to 
cease representations that the Spar- 
ton refrigerator is a definite per- 
centage more efficient than another 
refrigerator, unless the type to which 
the Sparton is compared is stated, 
and unless the percentage of econ- 
omy and an assertion concerning 
more effective food preservation are 
substantiated by competent tests. 

The company will also stop ad- 
vertising that the Sparton is 100 per 
cent automatic unless the statement 
is limited to mechanical units which 
are in fact automatic. 


Agency for Henri 
Charles D. Meschter, Inc., has ap- 
pointed Wildrick & Miller, New York, 
to handle advertising of Henri sauce. 
Newspapers will be used. 


Rejoins Agency 
After an absence of a year, Nor- 
man Vickey has returned to.Dono- 
van-Armstrong, Philadelphia, as art 
director. 


Elected to Four A’s 


Arthur R. Mogge, Inc., has been 
elected to membership in the Ameri- 
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DRAMATIC APPEAL TO THE PUBLIC 


THOUSAN 


R the past week, pickets of the 

Warehousemen's Union have pa- 
raded and demonstrated at the Sharp & 
Dohme Laboratories on North Broad 
St., stopping the flow of medical sup- 
ples to hospitals, doctors, distributors, 
end drug etores throughout the country. 


gotten through. Incoming raw material 
shipments have been stopped enurely 


WHILE 


A. F. of L. Pickets 
Stop Shipments of Life-Saving 
Serums aud Drugs 


Tie-up of Sharp & Dohme Laboratories Menaces Health 
Yet Warehousemen’s Union Refuses to Put Dispute to Vote 


What Do These Men Want? 
Ot the Company's 1200 laboratory em- 
ployees, lees than 100 are on strike. 
Wages are not the issue. Nor are work 
ing conditions. The question is thie 
whe shall represent our employees om col- 


en " chien lective bargawning? in the middle between the conficung 
nly emall emergency an pite claime of two organizations. Yet the 
orders in the Philadelphia rea have We Fever Collective Bargaining demand tor vital medical supphes con- 


We have elwoye believed io the right 


— 


DS SUFFER 


A. F. of L. refuses to do this. They 
also reluse to present the case to the 
National Labor Relations Board for 
omparval mediation. 


Our Hands Are Tied 


In 0 situation such as this we are caught 


tinues. And, by the very nature of our 
business, all orders are rush orders. Emer- 


ol our emp 

These pickets know we manufacture 
products that preserve health and pre- 
vent death. They know that the delay 
of these shipments can easily cause 
serious consequences. of our employees. 
Yet they refuse to submit their case to 
impartial mediation and inset thet they 
will gain their ends by picketing alone. 


An independent union of owes " 
Dohme employees was recognized for 
this purpose in May, 1937, because it 
had the support of a substantia! majority 


Now the Wareboustmen'’s Union 
claims @ majority. The obvious thing to 
do is put the question to « vote. The 


gencies oceur in E) Paso, Seattle, Boston, 
and Jacksonville just as they do im 
ladelphia! 
For the first time in 93 years, we are 
unable to supply the essential drugs and 
eerums needed by the medical protes- 
s00. This jeopardizes the lite and health 
of thousands. There ie absolutely no 
reason why euch s situevoe should exit 
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Mackinac Island, Mich., Aug. 9.— 
Though 5,000,000 women are being 
exposed to propaganda attacking ad- 
vertising, there has been no shrink- 
age in the value of advertised prod- 
ucts being sold, John Benson, presi- 
dent, American Association of Adver- 
tising Agencies, told the 24th annual 
conference of the National Associa- 
tion of Better Business Bureaus here 
today. 

Mr. Benson said that a survey of 
copy appearing in a dozen leading 
magazines demonstrated that less 
than 6 per cent violated established 
codes of accuracy and fair play, while 
an additional 4 per cent was debat- 
able. To eliminate this small frac- 
tion, Mr. Benson recommended a five- 
point program: 

1. Formulation of additional codes 
or standards. 

2. More complete 
media. 

3. Reliance upon Better Business 
Bureaus to investigate and correct 
abuses. 

4. Enactment of more legislation 
—the “coercive method.” 

5. Development of a consumer-ad- 
vertising council to improve relations 
between the two groups. 


censorship by 


Work of Bureau 


E. L. Greene, general manager, 
National Better Business Bureau, 
also testified to improvement in copy 
from the ethical viewpoint, saying 
that three out of four individuals 
who have contacted member bureaus 
during the past year sought informa- 
tion rather than lodging complaints. 


Campaign on Cc offee 


to Start Sept. 25 


The Pan-American Coffee Bureau’ s | 
fall advertising campaign will get 
under way Sept. 25 with full pages in | 
newspapers, magazines and business 
papers, according to Arthur Kudner, 
Inc., agency in charge. 

Six South American coffee produc- 
ing countries will sponsor the drive | 
in cooperation with the American 
coffee industry. 


Heads C Sensliond Branch 


Richard M. Ward has been named 
of the new Cleveland office 
of American Hairdresser, Rock Prod- 


in the Erie bldg. 
Michigan, 


He will cover In- 
Ohio and Pitts- 


This figure was established by Karl 
Finn, manager of the Cincinnati bu- 
reau. 

Mr. Finn’s survey indicated that 
400,000 inquiries and complaints 
came to bureaus during the past year. 
Nearly 60,000 retail advertisements 
were investigated by bureau shoppers. 
Space to tell the bureau story has 
been donated regularly by 164 publi- 
cations with a combined circulation 
of 8,000,000. In addition, 500,000 
copies of “Facts You Should Know,” 
in booklet form, have been distrib- 
uted. One hundred radio stations 
give free time each week to bureaus. 


Joins “Sportsman” 


National Sportsman, Inc., 
Publisher of National Sportsman and 
Hunting and Fishing, has appointed 
Clarence T. Engdall Western 
ager. Mr. Engdall, who was assistant 
advertising manager of the Econo- 
mist, has opened new Chicago offices 
at 6 N. Michigan avenue. The tele- 
phone number is Central 9678. 


Perry Changes 
A. S. Perry has become advertising 
director of Holzman’s, Atlanta store. 
He was formerly assistant to Earl A. 
Wilson, Wilson Sales System. 
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T 
PO 


TY-3SE 
TS EXPOSED 


Check these twenty-seven points about the world’s largest 


magazine Be against your 


1. Does it pull coupons? 


Simplicity’s PREVUE pulls unusual response. 17,000 
women sent in 25c to $1.00 to join an Amateur Designers’ 
League. 120,000 readers entered a dress-naming contest 
advertised to only part of PREVUE’s circulation. Over 
100,000 requests for food recipe booklets from a single 
column ad, run once. 


2. Circulation size? 


Simplicity’s PREVUE has over 8,000,000 circulation every 
month, the largest single reading army ever gathered to- 
gether for advertisers. 


3. Circulation bonus over 
guarantee? 


PREVUE’s rates are based on 8,000,000 circulation. Its 
latest monthly audits hover around 9,000,000 total, or a 
bonus of approximately 1,000,000 copies more than its guar- 
anteed circulation. ‘There are only 12 women’s publica- 


tions in the United States that have a circulation of over 
1,000,000 copies in total. 


4. Woman audience? 


8,000,000 exclusively women consumers—women who sew, 
the great majority married, with children. 


5. Homemakers? 


Approximately 97% of PREVUE’s readers are meal-plan- 
ners. (Dr. Starch.) Thus you can deliver your message 
to women who will actually buy food and plan 33,000,- 
000,000 meals during the coming year—more meal-plan- 
ners than any other magazine has in total circulation. 


6. Selective? 


PREVUE is highly selective. It reaches women who are 
not only practical homemakers, but intelligent enough to 
overcome the intricacies of making a dress, and who want 
style enough to create it through their own ingenuity by 
sewing. Their universal ownership of sewing machines 
(high unit cost merchandise) shows their ability to buy 
what you can make them want. 


7. Susceptible audience? 


PREVUE’s audience is made up exclusively of fashion- 
hungry women, who are more likely to succumb to any- 
thing that promises to make themselves, their homes, or 
their tables more attractive—more fashionable. 


8. Type of distribution? 


PREVUE cannot be had at newsstands or by subscription. 
It can be secured only in 8500 retail stores, which distrib- 
ute it because it sells advertised merchandise to women 
while they are out shopping. 


9. Does it sell merchandise? 


PREVUE can actually trace 48,000,000 yearly sales di- 
rectly to its pages. (One sale at from 10c to 50c¢ for every 
two copies.) Through it you reach buyers, not just readers. 


least 


Simp lcoity's PREVUE MAGAZINE 


10. Circulation proof? 


No publishers’ sworn statements. You see a Price, Water- 
house report each month, substantiating over 8,000,000 cir- 
culation or pro rata rebate. 


11. Forced circulation? 


100% voluntary circulation. No circulation advertising, 
subscription crews, group combinations, premiums or con- 
tests. 8,000,000 copies laid on the counters of retail stores 
at the beginning of the month, and gone at the end, each by 
an individual impulse on the part of one of your consumers. 


12. Duplication? 


8,000,000 circulation without the usual duplication in- 
curred when buying magazines in bunches that, after a 
certain point piles up duplication faster than coverage. 


13. Concentration? 


PREVUE follows the department and syndicate stores’ 


primary market; sending 81% of its circulation, or 6,480,- 
000 copies into the 995 key cities of 10,000 or more pop- 
ulation which account for 70% of all retail business. 


14. Local Coverage? 


PREVUE reaches from 20% to 100% of the families in 
each of 903 of the 995 key cities. Local impact comparable 
only to newspapers. 


15. Merchandisability? 


Because of its intensive local coverage in all markets, 
PREVUE insures the active cooperation of dealers, who 
enthuse only when local coverage is sufficient to create real 
consumer demand. 


16. National coverage? 
PREVUE has a family coverage of 27% of all U. S. fam- 


ilies and is the nearest approach to complete national cover- 
age. Gives heavy, even coverage in all states, better than 
20% family coverage in 40 states. (Your territorial man- 
agers will eat this up). 


17. Milline? 


PREVUE’s mini-milline rate (page basis) is $2.75—a 
monthly magazine life at less than newspaper milline rates. 
(Average U. S. daily newspaper milline rate—$3.15). 


18. Retailers’ endorsement? 


PREVUE is endorsed by four-fifths of all department 
stores and seven-tenths of all syndicate store trade. It’s 
their own advertising medium. No copy leaves their count- 
ers without store name imprinted. 


19. Dealer influence? 


Shrewd retailers buy Simplicity’ss PREVUE because it 
brings women into their stores, starts them buying, not 
only patterns but other merchandise. That’s why one ad- 
vertiser reports 260 new dealers, totalling $25,000 new 
business, immediately after announcing his campaign in 


PREVUE to the trade. 


419 Fourth Avenue, New York, N.Y. 
333 No. Michigan Ave., Chicago, Ill. 


profitable publication 


20. Rising market? 


PREVUE advertisers automatically enter a rising market. 
Total U. S. pattern unit sales have increased 57% in the 
last ten years. (Since Simplicity introduced its 15c pat- 


tern in 1927). 
21. Long life? 


PREVUE has unusually long life, even for a monthly 
magazine, evidenced by the peak of the coupon returns 
from a recent ad, reached six weeks after date of issue, 
with heavy returns for eighteen weeks thereafter. 


22. Visibility? 


Extraordinary visibility. 24 pages is PREVUE’s present 
capacity. In order to select a pattern, women must look 
at all pages. There is no favored position in PREVUE., 


23. Does it entertain copy 
possibilities ? 


PREVUE has corralled its enormous audience through 
woman’s greatest weakness—her love of fashion. It’s her 
most vulnerable spot for your advertising and sales ap- 
proach, The only business that can’t use the fashion appeal 
in its copy is a dead business. 


24. New low in rates? 


PREVUE’s $1.25 per page per thousand is barely more 
than the cost of paper, ink, and printing, and less than 
half the rates of leading weeklies and monthlies. This 
means an advertiser may now reach 8,000,000 women for 
the price formerly paid to reach 4,000,000. 


25. Color? 


Process color page rate $12,500 for 8,000,000. More 
color pages per dollar than black and white pages in other 
magazines. Saves you $17,000 on your present rates. (Fur- 
ther details on request). 


26. Proven record? 


PREVUE shows a proven record for selling. Women 
leave $8,000,000 on retail counters in a year for one item 
alone as a result of reading these pages. 


27. Acceptance? 


A year and a half ago, advertisers contended that PREVUE 
could sell only patterns. Since then, it has already carried 
the advertising for kitchen cleanser, chewing gum, hair 
curlers, hair dyes, grocery store products, dentifrice, clothes 
tints, window-shades, mothproofing cabinets, sanitary nap- 
kins, notions, cosmetics, facial tissues, deodorants, and de- 
pilatories. And our advertising revenue is up as high as 
160% a month over last year. 


Our new circulation book — containing 
Simplicity PREVUE’s 27 famous jingles and 


startling comparisons—is just off the press. 
The concrete information it will give you 
may build the foundation for your future 
selling and advertising structure. Send for 
it today. 
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Public Relations Task 


Faces Meat Industry 


Milwaukee, Aug. 9.—Though the 
“Eat More Meat” campaign of last 
spring was successful enough, the in- 
dustry has a more important public 
relations job on its hand—that of ex- 
plaining why, roughly speaking, it is 
unable to control prices. This was 
the philosophy advanced before the 
National Association of Meat Dealers 
here today by John Holmes, president 
of Swift & Co., Chicago. 

In many respects, the meat indus- 
try, consisting of a comparatively few 
large companies, resembles a stock 


exchange, which merely provides fa- 
cilities for the sale and purchase of 
shares, and in itself exercises no in- 
fluence whatever on the price at 
which the stock changes hands. It 
engages in a great many other opera- 
tions, but the price situation is what 
vexes the housewife most thoroughly. 

Mr. Holmes stated the problem in 
these words: 

“Meat packing plants are like 
canals along which a comparatively 
few people can haul a great many 
barges. But we cannot add more or 
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‘eSs meat animals to the ranches and 
farms. All we can do is to keep the 
channel open, work with efficiency, 
and let prices in the long run be es- 
tablished by the demand from your 
customer and the supply of meat on 
the ranches and farms. 


How Prices Are Made 


“You and I know that prices are 
regulated by supply and demand. The 
housewife does not think in these 
terms. She cannot be interested in 
the aggregate demand for meat in 
her city, or the supply of meat on 
remote farms. It is the net result 
of supply and demand, that is, price, 
which interests her. 

“She resembles the farmer in this 
respect. Actual conditions in a 
single market do not interest him. He 
wants to know exactly what price he 
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will receive for the meat animals he 
is bringing to market. Hence the 
problem is how to distribute this in- 
formation to two or more classes 
which have but a faint, if any inter- 
est, in it.” 

Meat packers and retailers merely 
register prices as reflected by supply 
and demand, Mr. Holmes insisted. 
The former do everything possible 
to stabilize prices by equalizing the 
flow of supplies into various markets. 
The industry, more than the con- 
sumer, desires a stable market. 

“When demand is inadequate,” Mr. 
Holmes explained, “prices will go 
down, and farmers will get less for 
the livestock they sell. When the 
supply is small, prices will naturally 
go up. People who think that pack- 
ers and retailers want meat prices 
to go up so they can make more 


id by American Families for 
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money should be informed that the 
meat industry is most prosperous 
when we sell large quantities of meat 
at steady prices.” 

A sharp rise in the price of meat, 
in fact, often is a serious matter for 
meat packers. High prices discour. 
age buying and reduce turnover. The 
shifts in prices also result in heayy 
inventory losses. 


Helped Through Crisis 


The “eat more meat” campaign of 
last winter helped the industry 
through a crisis, even if it failed to 
solve some of its more basic prob- 
lems, Mr. Holmes said. Supplies 
were large and prices were low, and 
it was freely predicted that the pack. 
ers would be in a bad situation dur- 
ing the spring and summer. The 
campaign, with the help of retailers, 
did much to stimulate demand for 
meat and liquidate the surplus. 

American meat consumption is far 
below that of many other countries 
In 1937, the average per capita con- 
sumption was only 120 pounds, com- 
pared with a 35-year average of 137 
pounds. In Australia, it is 193 
pounds, in New Zealand, 246, and in 
Argentina, 281. 

While the industry has plenty ot 
opportunity for merchandising abil- 
ity, from this viewpoint, Mr. Holmes 
believes its greatest immediate prob- 
lem is to educate the housewife to 
buy nutritious cuts now neglected, 
such as the chuck and plate cuts of 
beef, shoulder cuts of pork, breast 
and neck cuts of lamb, and the shank 
and shoulder cuts of veal. 

“What we need in the meat indus- 
try,” commented the Swift president, 
“is not just another campaign, but 
a continuous effort. The right effort 
will stimulate demand for meat and 
keep that demand growing, despite 
changes in seasons, fluctuations in 
the economic cycle, and variations in 
supply. It will eliminate our peaks 
and valleys. I like Swift’s ‘Meat 
Makes the Meal’ campaign because 
it helps the entire industry by selling 
a fundamental idea.” 


Public Buying 
Heavier Today 
Than in 1928 


New York, Aug. 11.—The public is 
buying far more merchandise today 
than ten years ago, William Howard, 
advertising director, R. H. Macy & 
Co., said today in revealing results 
of a unique sales analysis. 

Macy compared figures for the first 
half of 1938 with the corresponding 
period of 1928, and discovered that 
the number of transactions this year 
exceeded that of the prosperous 
twenties by no less than 6,194,414, 

The reason for this condition can 
only be conjectured. Mr. Howard is 
inclined to credit education through 
advertising in large part. He said 
the analysis disclosed that men are 
buying 30 times as many razor 
blades now as in 1928. They are 
more fastidious about the unseen 
places, too, as they are investing in 
twice as much underwear as for- 
merly. 


Engineering Ad Group 
Holds Annual Outing 


Engineering Advertisers Associa- 
tion, Chicago, held its annual golf 
outing Aug. 4, at Itasca Country Club. 
Seventy-one prizes for various events 
were awarded, including the follow- 
ing: Low gross, John V. Hunter, Jr., 
Ross Llewellyn Agency; low net, 
George C. Williams, advertising man- 
ager, Northwest Engineering Com- 
pany; blind bogey, E. A. Smith, Food 
Industries; hidden holes, O. A. De- 
Celle, sales manager, International 
Filter Company; low putts, Howard 
Thompson, Domestic Engineering. 

Charles L. Haskins, Printers’ Ink, 
was chairman of the committee on 
arrangements, assisted by Win Con- 
ley, McGraw-Hill Publishing Com- 
pany; L. C. Pelott, Steel; S. R. Crane, 
American Builder and Building Age; 
E. V. Perkins, Sporting Goods Jour- 
nal; and E. A. Gebhardt, Commercia! 
Advertising Agency. 


Agency for “Star” 

The Minneapolis Star has appointed 
Erwin, Wasey & Co., Minneapolis, ‘® 
conduct a campaign promoting circ 
lation and advertising gains and &* 
ploiting the market. 


ey. eS ogee %. gle } 
| EE ee es 
% el 
a ———_—_—— | | eS 
i : | —_$_$_$_$_$_ $$$ $$$ $< ___ | 
pres 
i — | a reece - 
uae 
a 2 : —— =‘ 
a: EzZZZ=ZZZ —— \\\ 
- PEBG-TBAY7 —, bah ce rs : | e f | : lanl NN 
‘ 5 Ki r wap in Te 7% _ . Pou: i Noa mF th, _ 4 * \\| \\ 
ba ——— i. Bee eh im i, Re \\ \ 
Mes a —_ St el a ee ae cg il | 
Eee = | “| ee 2 j be Val —~ Nas AK 
- rem | | ot a Se ee ||| 
\ ed J teatgs A » i 4 sft es ew | | \\ 
Rx. {} vgn ihe. a’ . - , TT fs. 3" A} i? \\ | \\ 
N= Pe eee aT 7 ave; “eo, eae MN 
a iy “x EE eae Yee: ae -——~ nd a apm gee eey Fa eam \\ \\\\\\\\ 
: 1 er, pe thas i ee a NS ee 3 \\\\\ 
i ——e li (i‘éC i 
= ; sot ae we + aa it os Me a 7 DP; Aa 5 Te ee wee +.) \ \ 
Pe, ! Bac MN 
ia nae ee | i\\ 
qi Sh NEWSSTAND SALES REPOR] I, | 
Mikes \\\\\\\W 
| TRS. ANN | 
ey ay 3 8 ; \\\ i 
4 WN CEMETERY” \ i _ | 
he Neel | LOOK Leads Mi 
A; A fi \\ | \\\\ 
<a 7 \\\\\ANh 
pe | rv. + \ \| ( 
7" Pea 6A Other Magazines My 
meal ; ( ' | 
ae , ff, ae, VA 
3 F At 7 ") . y ] \\\ \ 
ia Nees a In Newsstand ales 
& = on, \\ \ \ 
ail RUBE GOLDBERG | \ \ 
gai VAN 
7 ~~ —_ earnald newsstand Sale NK 
ef oe magazine selling at any price, NNW 
oes | \\ VN 
e - tom 955,000 buyers at 10¢ a copy, for the KK ’ 
“a \ e lished in the six ma, hs period, LOOK | \\ 
a \S # ed nearly a half \\ Wi 
* than the nearest \\\ \\ 
2 eee ING , \\\ 
Peres averaged more volun- | ; 
*” n any other Magazine, bs: | 
— rculation js demand circula- her) | Be 
bes Ptificia) on me \|\\\ 
3 a “ue \y 
o J 
/ th F 
; ree a en 
WRONG TC | 
————— 
10: €ct route to sel] 
i want more in- 
sas aucusT 2. — 'Ss new way to | 
hz 
Lf ‘ Ss 
; ‘ 
Ms agile 
™ t Be ea Fay —_— 2 ne : 
& ‘ ty 4 4 a = ae" . ; ~s ¥ ¥ ‘ s . ; . 
: ghee as F ar > cain ender aie 


——. 5 Naas exerigene = ora i (ee, 
ay a . ; , ! 


August 15, 1938 ADVERTISING AGE 


= ae 


SOMN AVERILL 


HARASSED PRODUCTION MAN: Oh! Oh! The artist who 

made this is the art director’s cousin, and there’ll be hell popping 
if the engraver muffs any of those subtle tones. 

The printer is the client’s brother-in-law, so he will demand 
super plates and I'll be up creek myself if I 
don’t get quick delivery —the heat is on 
this job plenty. No chances for me — 


Operator, get me FRANKLIN 5854* 


*FRANKLIN 5854 IS THE TELEPHONE NUMBER OF 


Collins, Miller & Hutchings, inc. Photo-engravers 


207 NORTH MICHIGAN AVENUE - CHICAGO 
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HISTORIC NOTES 
FURNISH THEME 
FOR N. Y. LIFE 


Picture Sequence Technique 
in New Campaign 


(Picture on Page 31) 

New York, Aug. 11.—An interest- 
ing application of the picture se- 
quence technique will feature a new 
institutional campaign to be spon- 
sored by New York Life Insurance 
Company in national magazines. The 
drive will get under way this month 
and continue for the balance of the 
year. 

Each advertisement will be printed 
in four colors and will present a se- 
ries of pictures dramatizing episodes 
in the company’s history. The first 
one, for example, portrays the pay- 
ment of a death claim under a flag 
of truce, during the siege of Norfolk, 
in the Civil War. 

Selection of the episodes and work- 
ing them into copy form entailed 


SHIFTS TO AGENCY 


H. E. Christiansen, who has joined Henri, 
Hurst & McDonald, Chicago, as account 
executive, coming from The American 
Weekly, Inc., where he spent four years. 
He was formerly with Business Week. | 


several months’ research and prep- 


aration carried on by Griffin M. Love- 


lace, vice-president, and A. H. Thie- 
mann, of the New York Life Insur- 


| 


|ance Company, together with Joseph 


L. Boland, account executive for 
Frank Presbrey Company, the 
agency handling the account. When 
the incidents had been selected, and 
illustrations planned, the pictures 
were painted in oils especially for 
the campaign. 

Like all other New York Life insti- 
tutional advertising, the new cam- 
paign seeks to emphasize the sound 
background of the company over a 
career of 93 years, and to highlight 
its record of accomplishment. In 
copy approach and in the picture- 
sequence layout, however, it is a 
distinct departure from any effort of 
the past. 

The entire series of advertisements 


is being merchandised to the com- | 
pany’s agency men, and special four- | 


color inserts incorporating reproduc- 
tions of the series are being used in 
leading insurance trade papers. 

National magazines on the list in- 
clude the following: Christian Her- 
ald, Collier's, Extension Magazine, 
Fortune, the Graduate Group, News- 
week, Opinion, Parents’ Magazine, 
The Saturday Evening Post and 
Time. 


Heads Gotham Export 


Antonio Rojas Villalba has been 
appointed head of the overseas de- 
partment of Gotham Advertising 
Company, New York. 


— Announcement 


Effective with the issue of September 4, 1938, the Wichita 
(Kansas) Beacon will cease to distribute The American 


Weekly. 


Effective with the issue of September 11, 1938, the Port- 


land (Oregon) Oregonian will begin to distribute The 
American Weekly. 


The circulation of the Wichita Beacon for the three 
months ending March 31, 1938, was 105,146. The circu- 
lation of the Portland Oregonian for the same period 


was 145,130. There is no change in the national advertis- 


ing rates for The 


American Weekly. 


Several months ago the management of the Wichita 
Beacon found it necessary to ask to be relieved of its 
contract for the distribution of The American Weekly. 
We are glad to have been able to arrange this and are 
delighted that the Portland Oregonian has now joined 
the group of non-Hearst newspapers which began distri- 
bution of The American Weekly on January 1, 1938. 


Createst 
Circulation 
in the World 


TH EAN ERICAN 
\XZEEKLY 


Main Offve: 959 Eighth Avenue, New York City 
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BRIEF COPY FOR "LONG MILEAGE" 


$< 


... 4nd YOU can get it with | 


STANDARD RED CROWN 


THE LONG MILEAGE GASOLINE 


Standard Oil Company of Indiana uses a humorous pictorial treatment and a 
minimum of copy in its current newspaper advertising. McCann-Erickson, Inc., 
Chicago, is the agency. 


Sonja’s Help Revives 


Sale of Ice Skates 


Chicago, Aug. 9.—The blonde and 
comely Sonja Henie, whose photo- 
graphic likeness skated gracefully 
across the nation’s film screens last 
season, was credited today with mak- 
ing a good share of the populace— 
from scrub women to bank presidents 
—skating conscious and thereby re- 
viving a languishing industry, that 
of making and selling ice skates. 

This disclosure, although not news 
to the industry itself, emerged as 
one of the highlights in the joint ex- 
position staged here this week by 
sporting goods and automotive ac- 
cessory manufacturers. 

Some 10,000 buyers were expected 
to check in by closing time Wednes- 
day with the volume of their orders 
likely to create an optimistic sales 
picture for both fields, it was pre- 
dicted. 

As far as ice skates are concerned, 
Miss Henie’s popularity with the film 
fans is again expected to provide a 
major stimulus for the entire indus- 
try, although her direct promotional 
efforts are confined to the Nestor 
Johnson Mfg. Company. 


Sales Volume up 150% 


C. I, Johnson, of this company, 
paid tribute to the potency of Miss 
Henie’s name in asserting “Our sales 
volume last season was two and one- 
half times that of 1929. Miss Henie’s 
appeal to the film-goers and the re- 
sultant interest in ice skating has 
been the biggest thing ever to hap- 
pen to our industry. 

“We expect to feature her 
and picture this year even 
heavily than we have in the 


hame 


past. 


| Last year we found a rising interest 


|}in skating in every class of people. 


Literally, they ranged from scrub 
women to bank presidents.” 
Nestor Johnson advertising is of 


necessity somewhat flexible because 
of the effect that adverse weather 
conditions may have on sales. Much 
of it is newspaper copy placed co- 
operatively by retailers. <A definite 
schedule to include other media has 
not yet been set 

Another development in the com- 
pany’s promotional plans this year 
will be the use of a new package de- 
signed to further emphasize the 
health, beauty and companionship 
available in skating. The message 
on this package, intended for read- 


ing by others as well as the recipient | 


more 


of the skates, will delve into history | 
to tell of Miss Henie’s first pair of | 


skates and of her early 


ships on the ice in 


champion- 
foreign fields 


John H. Dunham Company is the 
Nestor Johnson agency. 

Other skate manufacturers 
have several promotional irons in 
the fire. Arco Tubular Skate Cor- 
poration, Endicott, N. Y., will launch 
a coast to coast radio show over the 
National Broadcasting Company Red 
network in November. This. will 
feature Bill Stern, NBC sports com- 
mentator. Gussow, Kahn & Co., New 
York, is the agency in charge. 

Alfred Johnson Skate Company 
will use cooperative newspaper copy 
and Tip Top Comics. Copy in the 
latter, as in 1937, will carry a cou- 
pon offering a special pin and a cata- 
log for three cents. This company 
will also repeat its ‘Man on the Ice” 
radio show over a Chicago station. 

The accessory show offered a va- 
riety of new gadgets with advertis- 
ing plans in most instances confined 
to trade promotion. 

Among the more extensive con- 
sumer campaigns is that conducted 
by Hull Mfg. Company, Warren, 0O., 
for its auto compass. 

D. F. Carscadden, Inc., Detroit, has 
a remedy for motorist-husbands who 
are annoyed when friend wife flips 
the rear view mirror her way in 
order that she can see where to apply 
her lipstick et al. This aid is an 
illuminated vanity mirror carried in 
the glove compartment. An exten- 
sion cord enables it to be easily re- 
moved for use. 


also 


Before making 
up your fall 
budget see 
what WFEBR has 
to offer! 


In Ballionore, tld 


ON THE NBC RED NETWORK 
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...and what you don’t know about 
it, and might find out, to your profit 


A cleansing powder is a very special piece of merchandise. 


Mrs. America could clean her sinks and bathtubs with soap, washing 
powder, or sand for that matter—but she doesn’t. She uses a powder 
specially prepared for the purpose. 


And, as all the bright boys and girls know, there are almost as many 
local brands of cleansing powders scattered over the country as there are 
local Chambers of Commerce. Nearly every community has its own. 


Yet ...oh boy, oh boy! What an upset! It’s all in the survey. 


What survey? Well, you see, we just finished one. _ electric refrigerators or vacuum cleaners, auto- 
A survey, you know, is one of those things that mobiles, washing machines, or talcum powder, this 
start admen yawning at the very mention of | EX-RAY EXAMINATION is brimful of new infor- 
the word. mation of what people buy for their kitchens, laun- 

; dries, living rooms, bathrooms, bedrooms, and 
But many a yawning mouth Is going to click shut, 


garages—and how. And these products represent 
and many a jaded eye will gleam with new interest only a few of the pay veins in this new gold mine 
when this one hits the desk. of information just discovered. 


FRICAN 
EPEKLY 


“The National Magazine with Local Influence” 


It’s far from the common or garden variety of 
sedative survey. 


It’sthe largest ever made by anybody anywhere any- THE 


time. It tells about the buying habits of 173,751 we 


Circulation 
families. They read The American Weekly — and a 


they live in every part of the United States. 


Do these folks, living in a hotbed of local brands, 
buy them? They do not! They present the prettiest 


MAIN OFFICE: 959 EIGHTH AVENUE, New YorK CITY 


Picture you ever saw of how people buy—and how en 
4 PALMOLIVE BLDG., CHICAGO..... 5 WINTHROP SQUARE, BOSTON 
advertising works. HANNA BLDG., CLEVELAND ...... EDISON BLDG., Los ANGELES 
HEARST BLDG., SAN FRANCISCO..... ARCADE BLDG., ST. Louis 
W hether your job 1 1S advertising cleansing powder GENERAL MoTors BLDG., DETROIT. . 101 MARIETTA ST., ATLANTA 


ot face powder, premium gasoline or cold cream, 
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MEIGS, KOEHLER 
PUBLISHERS OF 
HEARST DAILIES 


Chicago Papers to Operate 
Singly; Levi Out 


Chicago, Aug. 11.—Appointment of 
Merrill C. Meigs as publisher of the 
Chicago Evening American, and 
Harry A. Koehler as publisher of the 
Chicago Herald and Examiner was 
announced here today by Joseph V. 
Connolly, recently named _ general 
manager of the Hearst Newspapers. 
Emanual Levi, who has been pub- 
lisher of both papers, has resigned, 
according to the announcement. He 
said he has no immediate plans. 

Mr. Meigs returns to the American 
from the Hearst Magazines, of which 
he has been Western manager since 
last March, when that post was cre- 
ated for him. A successor will not 
be appointed. Mr. Koehler assumes 
command of the morning Herald and 


NEW HEARST PUBLISHERS TALK IT OVER 


Merrill C. Meigs (left) and Harry A. Koehler immediately after announcement 
of their appointments as publishers of the Chicago American and Herald and 
Examiner, respectively. 


Examiner after 14 years as Western 
manager for Hearst International Ad- 
vertising Service, 
Boone Organization. 

Other changes on the Herald and 
Examiner include the appointment of 


formerly Rodney 


Howard C. Boone, formerly manager 


of the retail store division, Hearst 
International Advertising Service, 
Chicago, as director of advertising, 
while J. L. Tunstead, associated 
with the newspaper for 10 years, has 
been named Sunday advertising man- 


ager. Reports that the Herald and 


TEST IT 


IN ROC 


ROCHESTER 


NO. 1 TEST CITY 


Of All Cities in New York State, Regardless 


of Their Size. 


Of All Cities (100,000 to 500,000 population) 
in the Middle Atlantic States. 


AUTHORITY: 


The Ross Federal Research Corp. Survey. 
As Reported in Sales Management, Aug. ist. 


WHEC 


NO. 1 FAVORITE WITH 
ROCHESTERIANS ... 


AUTHORITY: 


University of Rochester Listener Survey. 
Daniel Starch Listening Area Survey. 


The fact that WHEC is continually chosen 
by far more local and national spot adver- 
tisers than any other Rochester station. 


It's Logic! 
Test That 
Campaign In 
Rochester 
Through... 


BASIC C.B.S. 


Examiner would be converted into 
tabloid format could not be confirmed 
today. 

The appointment of separate pub- 
lishers was taken to mean that the 
merger of last January is at an end 
and that the optional combination 
rate on local display and the enforced 
combination rate on classified will be 
discontinued. It was reported that 
the mechanical departments of the 
two papers will also be clearly de- 
fined. 


Background of Appointees 


Mr. Meigs was publisher of the Chi- 
cago Evening American from 1933 un- 
til last March. From 1929 to 1933 he 
was vice-president of The American 
Weekly. He joined the American in 
1918 as advertising director after 
spending three years with Lord & 
Thomas. Prior to that he was adver- 
tising manager of J. I. Case Thresh- 
ing Machine Company, Racine, Wis. 
All-American football player during 
his student days at the University of 
Chicago, he has turned his attention 
in later years to aviation and owns 
and operates his own plane. 

Mr. Koehler organized the mer- 
chandising department of the Eve- 
ning American in 1921 and the follow- 
ing year was appointed national ad- 
vertising manager. He joined Rod- 
ney Boone in 1924. 

Mr. Levi came to Chicago as pub- 
lisher of the Herald and Examiner on 
March 1, 1936, after 12 years as vice- 
president and general manager of the 
Louisville Courier-Journal and Times. 
He is a past president of the South- 
ern Newspaper Publishers Associa- 
tion. 


Ft. Worth Bids 
for Fame Again 
with Gala Show 


Fort Worth, Tex., Aug. 11.—Broad- 
way’s Billy Rose is again providing 
this city with its advertising theme 
by offering the 1938 Casa Manana 
Varieties with big names in the 
world of entertainment scheduled to 
appear nightly until Labor Day. Lo- 
cal business men subscribed $50,000 
to insure the new production. 

Under the direction of William 
Green, publicity director, and the 
Rowland Broiles agency, the Fort 
Worth attraction is being exploited 
nationally through newspapers, radio 
and outdoor posters. 

Despite the fact that “investors” 
in the two previous Rose shows here 
received no tangible return on their 
money, it appears that this year they 
will not only get their principal back 
but enjoy a handsome dividend to 
boot. 


“Geographic” Page Rate 


to Remain Unchanged 
While the $3 a page per 1,000 basic 
|rate recently announced by National 
Geographic Magazine, Washington, 
D C., will become effective with its 
j}issue of January, 1939, the present 


| rate of $3,000 a page will remain un- 
| changed, the company announced. 
The original announcement, made 


last fall, said that the page rate 
would be increased to $3,150. The 
page rate is based on an annual net 
paid of 1,000,000, while the statement 
for the year ended June 30, 1938, 
showed 1,102,176. 


Photographic Catalog 
| for Musebeck Shoes 


Musebeck Shoe Company, Danville, 
Ill., has produced a catalog in which 
every shoe number is illustrated with 
an actual photograph. 

Grogan Photo Service, Inc., pro- 
vided 250,000 photographs for the 
catalog. The prints, about three 
inches wide by one and a half deep, 
are tipped onto the pages of the book. 


. . . 
| Heads AC Division 
L. Clifford Goad has been appointed 
| general manager of the AC spark plug 
division of General Motors Corpora- 
| tion, succeeding Fred S. Kimmerling, 
on leave of absence. 


Newton Joins Mathes 
Howard W. Newton has joined the 
copy department of J. M. Mathes, 
Inc., New York He was formerly 
with Young & Rubicam 


Tom Girdler 
to Speak at 
NIAA Conclave 


Cleveland, Aug. 11.—Acceptance 
by Tom Girdler, fighting chairman of 
Republic Steel Corporation, of an ip. 
vitation to address the 1938 conven. 
tion of National Industrial Advertis. 
ers Association here Sept. 21-23, was 
announced today by Ralph Leaven. 
worth, Fuller & Smith & Ross, chair. 
man of the program committee. 

With Mr. Girdler relating his ad. 
ventures with the National Labor 
Relations Board, attendance is ex. 
pected to establish a new peak. The 
opening day of the convention wil] 
also see such stars of the advertis- 
ing firmament as Allen L. Billings. 
ley, president of Fuller & Smith & 
Ross, and J. H. McGraw, Jr., presi- 
dent, McGraw-Hill Publishing Com. 
pany, in action. Publication repre- 
sentatives and advertising managers 
will also exchange thrusts, with one 
of the former telling how he would 
do it “If I Were an Advertising Man- 
ager,” and one of the latter recipro- 
cating. 

Two clinic sessions are scheduled 
for Thursday and Friday morning, a 
general session holding the stage 
Thursday afternoon and the annual 
business session taking place Friday 
afternoon. The clinics will be catch- 
as-catch-can affairs, with large and 
small industrial advertisers being 
invited to submit their problems. 

The annual banquet will be held 
Thursday night at the Statler Hotel, 
convention headquarters, and H. W. 
Fortney, of Warner & Swasey Com- 
pany, chairman of the entertainment 
committee, has lined up a host of 
stars of stage and radio. 

A special effort is being made to 
have members bring their better 
halves along this year, the winsome 
Mrs. R. E. Bandelow, chairman of 
the women’s entertainment commit- 
tee, promising them many pleasant 
times. 


COMPLETE MAP 
for all who 
ADVERTISE 

SHIP and SELL 

in 
America’s 
Richest Market 


HAGSTROMS 


ROAD MILEAGE MAP 
300 MILE RADIUS 


FROM NEW YORK CITY 
WITH 


SPECIAL MILEAGE GUIDE 
and INDEX 


THIRTEEN (13) STATES 

PORTLAND, ME. to 

RICHMOND, VA. and 
PITTSBURGH, PA. 


Just Off the Press 


SEND FOR CIRCULAR 


HAGSTROM COMPANY 


INCORPORATED ~ 
Established 1916 | 
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POWDER | 


The Pepsodent poster reproduced here was created by Lord & Thomas 


BOTH ANSWERED BY 


VAC-CUP-BAC 


POSTER PAPER 


FRONT —Whiteness and smoothness on the printing side of a 
poster paper augment the lithographer’s effort to reproduce at- 
tractive, attention-getting art and copy. Vac-Cup-Bac’s whiteness 
and smoothness makes the finished poster ‘look like a million’. 


BACK —The finished poster must go up smoothly and cling firm- 
ly to the panel. Vac-Cup-Bac Poster Paper’s vacuum-cup back 
makes your posters ‘cling like a magnet’, assuring a full selling 
period of uninterrupted display. 


POSTER PAPER 


f WE ST i. ead PULP AN D PAPER ena rE | 
ts 200 Park Avenue. _ York, N. a a ‘ ; . : 
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PALATE-TICKLING APPEAL BRINGS SALES 


an 


The company has long been one of | 


a the solid ones in the trade, and re-| 
we cently has made extensive improve- 


Advertising Produces 


Profits Tee Imatt Summet Suppers 


The Seventh of a Series of 1938 Success Stories | Kingan’s Easter promotion of ham, | 7 


|in which other large packers joined, | . JP opm Me “Fz 
enabled it to exceed its quota by a} a = 
large margin. Like some others, also, | SEES ~~ 
Kingan has devoted a large part of | ; 
its newspaper appropriation to em-| 


phasizing several new processes which | 
| 


ments in facilities which have placed | 
it in the vanguard in this respect. 


Holds Position in Industry 


Kiogan’s Reliable Cold Cuts are 
now being featured by leading 
meat dealers. 


These delicious, ready-to- serve, 
economical summer meats of 
Kingan’s are prepared from choice 

fresh pork and beef, blended, St 
seasoned and cooked by exclusive 
formulas in Kingan’'s immaculate 
meat kitchens. Remember they are 


Kingan Expands Budget, 


make the ham more tender, without | 
Sales Keep to 193 7 Pace trespassing on the “chewy” qualities | 


Indianapolis, Aug. 11.—Assisted by 


a 33 per cent increase in advertising, 


island, has tended to specialize in 
pork packing, a line which has been 


that have endeared this dish to so 
| large a percentage of the population. 
Tender-Smoked and _  Tasti-Cooked 
/hams sold last Easter to the tune of 


s ‘ 2 > . 1 ¢ ro , as 
events have conspired to make 1938|more susceptible than beef, for in-| 99-4 per cent above the 1937 figure. 


a successful year for Kingan & Co., 


. ’ r i¢ ay ‘ jj j "Acar argely | 
pioneer meat packer. The company’s | meat packers, among whom Kingan | #8e!, attributes this record largely | 


stance, to advertising. Most of the 


John G. Kingan, advertising man- 


$130,000 appropriation has been used|ranks about sixth in volume, have | '® Use of newspapers in new as well 
so effectively that sales this year will|had difficulty in maintaining pork|®S Old markets, and increased em- 


at least equal and possibly surpass 


the $55,000,000 volume attained in| omy practiced by the administra- | #"4 window displays. In one major ‘ 
1937. The record is even more strik-|tion. This has been less true of | ™@rket, dealers literally begged for RELIABLE 


ing when it is realized that the meat 
packing industry this year faced an 
18 per cent increase in payrolls and 
sharply reduced purchasing power 
in most sections of the country. 
Kingan, established more than half 
a century ago by an Irish house, and 


supplies in the wake of the econ- 


Kingan than the others, because of 
its reputation among hog raisers and 
commission men, to some extent ex- 
plaining why its volume is proving 
less vulnerable than that of some of 
its contemporaries. 

Though not the giant of the indus- 


| ployment of direct color wall signs 


| these adjuncts, and the company re- 
| ported that 587 out of a total of 623 
stores gave preference to display of 
| Kingan helps. 

| Not only more newspapers, but 
larger space figures in the Kingan 
saga. In 1937, a humorous theme was 


| 
| 
| 


} 


ou THIS 


A new recipe booklet—32 pages of vesed 


5 


still maintaining connections on the | try, Kingan bows to none in prestige. tested in three markets where a> me nd ret mn hr 
oo » perc puden ove pomage. 


in England than any of the 
great national dailies. 


1 3 “how to do it,” with the current 
In London and Home Coun- Me “4 — survey, series covering production of win- 
ties, 705.966 families are arch, am dow cards, with every meat dealer | 


readers of Radio Times... 25 
per cent of all families; other 


five per cent are still reading 
their copy 10 days after receiv- 


What is more, Radio Times 
offers a quality circuiation un- 


MR. FREDERICK KRAFT, 
Vice-President of Kraft-Phenix 


KINGAN & CO, ledisespolis, lad 


COLD CUTS. 


KINGAN @ COMPANY... PURVEYTORS OF FINE MEATS AND OTHER FOODS SINCE 1645 


Sox the best in meats ash for Kingan’s 


kitchen tested. 


For smart summer suppers — 
luncheons, or intriguing sand- 
wiches ...if you appreciate good 
eating you will insist upon 
Kingan’s Reliable Cold Cuts. 


Insist on Reliable 
UVER CHEESE 
BRAUN SCHWEIGER 
THUERINGER SAUSAGE 
PICKLE AND PIMIENTO LOAF 
BAKED MEAT LOAF 


tne company’s household economist, 
and the back cover is 


his own artist. 
Elmer L. Cline, New York. is the 


devoted to/| 


Kingan & Co. attributes a liberal portion of its remarkable sales record this 
year to consistent advertising, a sample of which is reproduced here. 


resentatives: 


Toa pe Re 
National TERS, INC. 


FREE & PE 


- e - > i w—to - ;, « . “Cees. 4a { age oe ta 
i. counties, 1,867,764 circulation matched by other English pub- id eases te Eee cee, | Kingan agency. 
; .. +. 27 per cent of all families; _lications. Each issue goes to “We consider the Radio Times al 7 
be ne tae 23 per cent over 1,000,000 families in the important to our advertising New Weekly Paper | U 
of a amilies ; Scotland, top brackets of purchasing because it gives us a combina- C. S. Thompson has started publica- 1000 WATTS --- 
204,496 ...17 per cent of all power. tion of quality readership and ‘tion of the Berkshire County Revieic, 
*Guaranteed average excellent coverage.”’ Lenox, Mass. 
ae 
— ae : oa } ? ’ e 
Cg ah oy i ee Cy: 


evi 
= = = ————— —_—____—_—_—___— — $$ = de 
|Kingan is well known—Richmond, | ¢ > = 
Norfolk and Indianapolis. This year Stop- Goo Is pe 
|Atlanta and Harrisburg were added of 
to the schedule. Pre-Easter advertis- Copy Key for ab 
ling was stepped up to 560 lines for ~ e Ne 
'the ham, while Kingan introduced its Milano Pipes he 
/newly-labeled canned food line in an 
‘smaller space. The pantry copy ap- = 
peared between peak promotions. New York, Aug. 9.—Revival of the la 
| Rubbing elbows with the consumer Hesson Guard line of Milano pipes th 
lis another prized Kingan bit of will be announced by William ru 
| strategy, whether it be under the|DeMuth & Co. this fall, in a cam- the 
‘guise of sampling or at cooking paign scheduled to start in four na- st 
ischools. Allied with this is wide-| tional magazines early in September. pe 
‘spread distribution of recipe books| Half-columns will be used in The N 
lavishly presenting tempting dishes | American Weekly, Collier's, The Sat- ” 
‘in full color. The current 32-page| urday Evening Post, and Time. Grey . 
| book is offered in newspaper copy | Advertising Agency is in charge. pl 
‘without any restrictions whatever,| Hesson Guard pipes have a pat- e 
| the growing popularity of Kingan’s| ented feature designed to keep the F 
‘ham apparently justifying this pro-| Stem dry. They will retail for $1.00, u 
| cedure. which is very much less than the el 
Kingan is experimenting with ra-| price at which they sold when manu- el 
‘dio in Cincinnati in behalf of its new | factured by DeMuth some years ago. C 
|.Kingeo dog food, also using smal]| Consistent with the construction of M 
/space on the comic pages of Indian- the pipe, the theme of the advertis- UX 
lapolis newspapers. Tentative plans | ing copy will be a traffic signal with es 
FACTS ABOUT EnoGLanp ‘for fall include expansion of radio|the warning: “Stop-Goo.” la 
|to coverage of the New York metro- —_—— R 
THAT EVERY MANUFACTURER politan area. One magazine, National 1 
Geographic, will be used during the 
last quarter to feature Virginia Pooovwvr W 
SHOULD KNOW... hams, which are not sold under the - 
. 'Kingan name, however. E’S a 
[| State Opening of Parliament. The Yeomen of the : HER \ 
JER Perret pepe nouns Organ. Seemed 
since the Gunpowder Plot in 1605, Kingan & Co. uses Progressive THE . 
Grocer to keep the trade apprised of 4 
O t of ever four En lish famili Leading American products its plans, but it also publishes a OVE 
ne Ou ‘y a g 1éS ' : . P . monthly house organ, “Kingan Pilot,” L 
Gooames the Radio Times. | which is now in its fourth year and ’ 
takes the RADIO TIMES : ‘Ad your agency, or write promises to continue indefinitely. OF THE , 
Britigh time Director, The company regards this contribu- 45 
Oe aicae approximately ie ilies Sisinees ten Shed orl 1S roar casting Corpora- tion to the education of the dealer VEGRAS * 
. ; . : ,. tion Publications, Broadcasting as so valuable that it insists on per- B 
size of the state of land’s Highlands to Land's erie eteaeiis Allens é, cky and ’ 
; . ; House, Portland Place, W. 1, sonal delivery through salesmen, who ; to Kentucky 
Oregon comprises all of Great End depend on the Radio London, England hand retailers 28,000 copies monthly.| Whe™ cad veer 0008 you'll find most 
Britain—89,041 square miles. Times for news of the week’s ‘ : The paper is an eight-page affair,| eouthera ee ae jn our ow? 
But in it live 46,000,000 people, broadcasts. Some illustration of general interest of the ne area. This eo | 
a rich, concentrated market. Since only the Radio Times appears on the cover, and a story re- — pow twice a8 poner te 
And every fourth family; lated to the cover occupies Page 3.| comt® as the reme’ 
; Sd hag He : is allowed to print complete om eer crag : me-tax payers ky—07 
reads the Radio Times. er The locale is usually one where| ©® ‘eg in Kentuc y re 
: programmes in advance, an Kingan maintains a branch. Page 2| 9% egg ore homes—58% — 
With a weekly circulation of advertisement is effective for includes a message from President nee al We know ee 
° " nds — . r cars:-*°* w to 
3,000,000" — three times the more than a week. Ninety Sinclair, of Kingan, plus an index. | pessene™ this clover—and ho low 
coverage of The SaturdayEve- per cent of its subscribers state Pages 4 and 5 are frank advertising, | *® ee te nice fat bundles at ou? 
ning Post—the Radio Times that they refer to it daily Page 6 is a trade gossip department, deliver «all we deliver some toy 
gives more complete coverage throughout the week . . . sixty- Page 7 is preempted by Ann King,| C****""” ,. x. B.C. Outlet | 
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ANCIENT COPY 
DESCRIBED IN 
‘NEWS’ HISTORY 


Strangely Modern Note De- 
tected in 1860 


Dallas, Tex., Aug. 11.—Advertisers 
who believe that newspapers would 
pe a more effective medium if their 
front pages did not reflect so much 
strife and turmoil will relish at least 
one chapter of “35,000 Days in Texas,” 
a history of the Dallas News. The 
author is Sam Acheson and the pub- 
lisher, The MacMillan Company. 

It seems that the Dallas News did 
endeavor to keep out of one local fight 
pack in 1886, regarding the whole af- 
fair as a little bickering between ri- 
val real estate agents, who desired 
to sell their own respective parcels 
to serve as the site for the State Fair. 

The refusal of the News to take 
sides made it the enemy of the two 
antagonists, and one announced that 
his stock in the newspaper was for 
sale. The News obligingly called edi- 
torial attention to the advertising 
offer. It added sternly: 


Independence Stressed 


“A point has been reached, how- 
ever, where The News management 
deems it necessary to say that it is 
master of its own business and will 
submit to no dictation at the hands 
of anyone. There is little sentiment 
about The News, and certainly The 
News is nobody’s toy. The News is 
here in a legitimate business capacity 
and The News is here to stay...” 

The bulky but intimate volume re- 
lates many accounts of fights in which 
the News did not stay its hand, but 
rushed enthusiastically into the bat- 
tle. It also tells some interesting 
stories of the early days of newspa- 
per advertising. Here was the Dallas 
News of 1860, when Willis Richardson 
was the publisher: 

“While patent medicine copy occu- 
pied a fair part of the space, it was 
not predominant. If Dr. J. C. Ayer’s 
‘Pills That Are Pills’ were urged 
upon readers of the News with the 
endorsement of Senator Edward Ev- 
erett, the Bishop of Boston and the 
Chief Justice of the Supreme Court of 
Massachusetts, Little, Brown & Co. 
took even more space to urge the lat- 
est work of Louis Agassiz, or a new 
law book endorsed by Chief Justice 
Roger Taney, of the Supreme Court 
of the United States. 

“If S. Swan & Co., of Augusta, Ga., 
were heavy and consistent users of 
space to advertise their many lotter- 
ies, Albert Weber of Philadelphia, C. 
Meyer of New York, and T. Gilbert & 
Co., of Boston, required even more 
white space to publicize their grand, 
parlor grand and square pianofortes. 

“There is a strangely modern note 
in much of this antebellum copy. 
Who, for instance, could resist this 
sales appeal? 

“*A Perfumed Breath 

gentleman would remain under 
the curse of a disagreeable breath 
When using the “Balm of a Thousand 
Flowers” as a dentifrice 
only render it sweet but 
teeth white as alabaster? 


-What lady 


would not} 
leave the | 


‘|Seek to Stamp 


| 


‘*Many persons do not know their | 


eath is bad and the subject is so 
lelicate their friends will never men- 
n it. Pour a single drop of the 
Balm” on your tooth brush and wash 
teeth night and morning.’”’ 


SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 
offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKET 


igh its coverage of wholesalers and re- 
‘ailers who sell seed and other horticultural 
and agremiases items to 41,000,000 farmer 
and suburbanite customers. 


We will gladly give you an analysis of this 
‘eld as it applies to your business. 


SEED WORLD 


Published every other Friday 
223 W. Jackson Blvd. 


(es 


Chicago, Ill. 


Out Rackets by 


National Drive 


New York, Aug. 9—The Commer- 
cial Crime Commission, Inc., New 
York, a non-profit organization incor- 
porated in 1934 to stamp out busi- 
ness rackets and assist retail stores 
in reducing criminal losses, has ap- 
pointed Chester H. McCall Company 
as its agency, and is planning news- 
paper advertising directed to both 
consumers and retailers beginning in 
September. 

Advertising 
theme, 


built around the 
“The Consumer Pays and 


wae and Pays—for Commercial | 
Crime and Rackets,” will appear in 
leading cities through the coopera- 
ition of business groups. The com- 
mission also expects to use national | 
magazine space to tell its story of | 


to consumers. 
Headed by Col. Tobin 

Col. Ralph C. Tobin is president 
of the commission. His staff in- 
cludes 200 special agents who make 
field investigations for 2,000 clients 
on a service fee basis. The organi- 
zation operates as a private detec- 
tive agency devoting all its energies 
to business crime, and its services 
include uncovering evidence leading 
up to prosecution by regular authori- 
ties of state and federal govern- 
ments. 


the high cost of crime and rackets) 


Kolb aad Vidi 
to Frosted Foods 


Carl A. Kolb, Pittsburgh retail 
sales assistant of General Foods Cor- 
poration, and Walter F. Volckmann, 
|assistant merchandising manager of 
the Diamond Crystal Salt Company, 
have been transferred to 


| Pas DMAA Conclave 


“Successes of 1938" has been chose on | 
| as the keynote for the convention of | 
'the Direct Mail Advertising Associa- | 
| tion in Chicago, Sept. 28-30. Program | 
and other convention chairmen in- 
clude Lloyd Herrold, Northwestern | 
University; Elon Borton, director of | 


aan " “ t the New 
advertising, LaSalle Extension, and York headquarters of Frosted Foods 
Herbert Strauss, advertising man-| gales Corporation 
ager, Riggs Optical Company.|**,,° : 


Mr. Kolb will assist Donald Barr, 
sales promotion manager, and Mr. 
| Voleckmann will be associated with E. 
P. Crooker, Jr. retail sales manager. 


Elsa Smith, Macfadden Publications, 
is secretary and Chester L. Price, ad- 
vertising manager, City National | 
Bank & Trust Company, Chicago, is 
treasurer. 


Mortuary to Scheibner 


Hugo Scheibner, Inc., Los Angeles, 


Manning Promoted has been appointed agency for the 
Merfeld-Satkin Mortuary. Newspa- 


Farley A. Manning has been pro- 
moted from advertising manager to| pers, class magazines and radio are 
William Flax is the ac- 


business manager of the Daily News,| scheduled. 
Athol, Mass. 


| count executive. 


Ww \ iy’ 
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THE OKLAHOMA PUBLISHING CO.: WKY — THE FARMER-STOCKMAN — MISTLETOE EXPRESS — KVOR, Colorado Springs 


KLAHOMA 
HAS BEEN UP 
ALL THE TIME 


Wall street thrills today to the talk of steady 
rises in the market but as early as January 1 
economic experts pointed to Oklahoma's 
continued prosperity. “Bright Spot’ became 
the descriptive term for Oklahoma business. 


The rest of the country is approaching nor- 
malcy. Oklahoma has been normal all the 
time. A wheat crop 20,000,000 bushels above 
the ten year average helped stretch out that 
prosperity. A $210,000,000 oil industry has 
kept thousands at work without a let-down. 
Ideal weather conditions enabled stockmen 
to mark up extra profits in Oklahoma's 
$89,925,000 livestock industry. 


Business is good NOW in Oklahoma. A sure 
way to make your Oklahoma activities profit- 
able is to pave your selling efforts with ad- 
vertising in The Oklahoman and Times .. . 
the right spots within the Nation's bright spot. 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


OKLAHOMA CITY 


Representative - The Katz Agency, Inc. 
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The Progressive Grocer. 


"He gets that way every time we run our Swiss cheese special.” 


Nostalgia 


In the midst of the excitement over 
Howard Hughes’ sightseeing tour 
around the globe, and Don’t-Get-Me- 
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Automotive Leadership 


Reports from Detroit and other| prices. This is a change which the 
strategic points in the automotive | industry would not like to have an- 
world indicate that manufacturers in| nounced prematurely, because of 
this field are planning to take the| possible effect on current sales, but 
lead in stimulating business recovery | reduced prices represent one of the 
and hastening the return of normal} major factors in creating and stimu- 
production and employment. As in| lating demand, along with new and 
earlier years, the industry feels that | interesting products. With engineer- 
it holds the key to prosperity in the} ing and production efficiency capable 
United States, a belief with which |of new achievements in cost reduc- 
many astute observers agree. tion, it is entirely reasonable to as- 

The plans of the builders of motor | sume that the industry will take ad- 
cars have not been officially released, | vantage of the opportunity, in fact 
but unofficial comments indicate that | the necessity, to offer increased val- 
a strong program is being developed. | ues to the public. 

It involves the three basic factors Third is the element of advertis- 
which have been found necessary to| ing and promotion. Broad-scale, com- 
successful promotion in all lines, but | manding advertising, which will sell 
especially in the automotive field. | the idea of new and sensational prod- 
They offer suggestions of value to ‘ucts at new and equally sensational 
manufacturers in all other industries. | prices, is in the minds of the leaders 

First is the matter of new and ex-|of automotive merchandising. Such 
citing products. Engineers have had|a_ hard-hitting campaign will be 
plenty of new ideas for motor cars| needed to do the selling job which 
in the past few years, but the indus-| new products and prices should make 
try has had to decide as a matter of | possible. The industry has learned 
policy how fast the public would be| during the past year that cars will 
willing to absorb them. The new/| not sell themselves, and that a lead- 
models are to be really new and dif-|ing industry like automotive manu- 
ferent, and the changes in design are |facturing cannot coast. 
to be radical enough to make the We hope the reports that have 
owner of a car one, two or three} been current are correct, and that 
years old feel dissatisfied with his|the automotive industry is prepared 
present transportation facilities. Gen-| to release its new-business campaign 
uine improvements are thus to be| along these lines. It should not only 
made the basis of creating increased | be successful for itself, but of tre- 
public demand. mendous value in stimulating busi- 

Second is a proposed reduction of | ness in general. 


Changing the Instalment Picture 


Greater competition in the busi-;tion, will mean greater competition 
ness of finaneing deferred payment|for the profitable instalment  busi- 
sales of motor cars and other prod-/| ness, and hence should result in sub- 
ucts sold largely through instalment | stantial reductions in the cost of this 
methods seems to be indicated by | service to the public. 
the changes which are coming about Indicating that these conclusions 
as a result of the prosecution of| may not be entirely without founda- 
leading manufacturers in the auto- 
motive field, along with their finance | board of the Commercial Credit Cor- 
affiliates, on charges of violating the} poration, which is at present carry- 
anti-trust laws 


through attempting|ing on an interesting educational 
to monopolize the credit business of | campaign to show the advantages of 
their respective companies. 
If consent decrees are issued, as|to the individual consumer, says in 
it has been reported they will be, the | his recent report to stockholders: 
agreements entered into by manufac- “Whatever may be the final out- 
turers will insure a better deal for| come, either by consent decree or 
the public. 
sult in the instalment dollar buying | pany do not believe that its business 
more goods and less will be materially affected, as it has 
that the consumer purchasing power | been built primarily upon satisfac- 
in the instalment field will be in- 


creased 


“service,” so 


tory service and equitable rates to 
Furthermore, the breaking! its customers. In fact, they are hope- 
of formal affiliations with finance! ful that 
companies, which has already been 


reforms in the _ business, 
which they have always advocated, 
accomplished in the case of Chrysler| may result from this controversy 


and the Commercial Credit Corpora-|and be applicable to competitors.” 


+ty 


tion, A. E. Duncan, chairman of the | 


credit service in the instalment field | 


Such a change will re-| litigation, the officers of the com-! 


When Folks Ask For 


SAVOSS 


THEY MEAN 


SAVE-THE-HORSE 
TREATME we 


The new name of 
Save - The - Horse 
Treatment is 
SAVOSS. Otherwise 
this famous 40-year 
old remedy for spavin, 
splint, sidebone, ring- 
bone, tendon, ankle, 
hip, shoulder, and 
other lameness, re- 
mains unchanged. 
Sold with signed 
money-back guaran- 
tee. Extensively ad- 
vertised in farm 
papers. Order from 
your wholesaler. 


TROY CHEMICAL 
COMPANY 
Binghamton, N. Y. 


Wrong Corrigan’s colossal error in 
judging directions, we came across 
this horse liniment copy in a drug 
paper, and it did something to us. 
| You can’t imagine how pleased we 
were to learn that a good, substan- 
tial, going business enterprise still 
has its feet on the ground and is 
plodding along in its usual manner, 
helping Old Dobbin get rid of spavin, 
splint, sidebone, ringbone, tendon, 
ankle, hip, shoulder and other lame- 
ness. 


Too Much of a Good Thing 

We've finally discovered the fellow 
who’s the answer to an advertising 
man’s prayer. 


ad in the New York morning papers, 
sponsored by Weber & Heilbroner, 
men’s Clothiers. 


|}ping, smartly outfitted in a _ pin- 


striped, double-breasted, crisp sum-| 


|} mer suit. From his lips hung a beau- 
| tifully molded he-man’s pipe— 

BUT, in full view, clutched in the 
| fingers of the hand that hung by his 
| Side, nonchalant-like, was also a 
| cigarette. Apparently, the fashion- 

plate’s unknown creator was torn be- 
| tween a love for Velvet and an at- 
| tachment to Camels. Instead of choos- 
|ing between them he decided to give 
|’em both a break! 

| P. 8S. The following day, apparently 
|smitten by conscience, the fashion- 


| plate appeared in the W&H ad again. | 


But this time he made his choice. 


The pipe was there but the cigarette | 


|had gone the way of all butts. 


Beware the Trojan Horse 
When is a pig a horse? 


vertisers and then proceeded to an- 
swer. Girding for a battle on the foes 
of advertising, American Druggist, 
| Cosmopolitan and the Hearst newspa 
|pers have launched a campaign which 
is described in a booklet entitled. 
“Who's a Guinea Pig?” 
consumer “education” is referred to 
as the Trojan horse of today and this 
warning is sounded: 

“Nationally advertised products, 
which are the foundation of modern 


Ad-libbing 


He made his appear: | 
ance one day last week in a full-page | 


There he was, strap- | 


That's the question the Hearst or- 
ganization has propounded for ad-| 


So-called | 


. 

American business, face the most 
dangerous attack ever made on them 
through the “guinea pig” type of 
book, through quasi-scientific types 
of bulletins, magazines and pamphlets 
to guide consumer buying, through 
women’s clubs and association activ- 
ity, speakers and critical literature, 
and through the continued efforts of 
teachers of home economics in the 
public schools.” 


Osborn’s Rhymes 


Some day, when some enterprising 
soul compiles a monumental volume 
called, “Quaint Characters of Adver- 
tising,” he'll be certain to include E. 
O. Osborn, who has been operating 
Osborn’s Pharmacy at Knoxville, Ia., 
these last 38 years. 

Drug dispenser, poet, philosopher 
and firm believer in advertising, Mr. 
Osborn has found time not only to 
publish a book of rhymes but to 
launch a campaign—vigorous in its 
own way—in behalf of a new germi- 
cide and antiseptic called Clov-O- 
Leen. The muse strikes even in Mr. 
Osborn’s selling copy. For instance, 
here’s a stirring little piece that tugs 
at the heartstrings. It’s entitled 
“Mousetrap in the Woods”: 


They built a mousetrap in the woods; 
The trees were thick and tall, 

And very few, if any, mice 
Could find the trap at all. 

Then some one built a better trap 
Way back among the trees, 

And little mice would flock to it 
By ones and twos and threes. 

There is a moral to this tale, 
A lesson to convey: 

If you'd catch mice or customers, 
Build traps a better way. 

We built a trap to kill the germs 
That gather in the throat, 

Or in the nose, between the toes, 
Or places more remote. 

| When we had built it to the line, 
And good results were seen, 

We flavored it with oil of cloves, 
And called it CLAOV-O-LEEN,. 


Jottings 


"Twas a gr-r-rand day for the Irish 
everywhere when Corrigan arrived 
back home, but especially for the 
Irish in Albany, N. Y. For there the 
| Times-Union burst forth with a mag- 
| nificent emerald-green first page. . . 
| General Fireproofing Company, 

Youngstown, Ohio, showed a real un- 
| derstanding of the term “human re- 
lations” when it devoted a complete 
issue of “The G-F News” to a pic- 
torial story of the annual employee 
picnic. It was sincere, unembellished, 
packed with drama and, above all, a 
| perfectly swell news job. . . 

It may be hot as blazes for you but 
| Cincinnati street car riders seem to 
enjoy their “Summer Santa.” It’s a 
| she—-bedecked in an abbreviated ver- 
sion of Uncle Nick’s outfit—who per- 
forms a cute promotion chore for the 
Post. .. 

It wasn’t so very many years ago 
that the impending arrival of fashion 
news from Paris was an event to 
look forward to, but alas! technolog- 
ical improvements have taken even 
| that from us. 

It was only last week that Howard 
Ketcham, color engineer, had new 
color cards transmitted by radio 
from the style capital. Within a few 
hours these cards were speeding on 
| their way to apparel manufacturers 

in all parts of the country for trans- 
| lation into fall styles. . 
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Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any national ad. 
vertiser or advertising agency execy. 
tive writing on his business letter. 
head. 


No. 1390. The Negro Field. 

W. B. Ziff Company, Chicago, has 
issued a study of the Negro market 
containing, in addition to data on 
various newspapers, information on 
a Negro theater-radio church tie-up. 


No. 1391. 
Book. 


The first circulation book of Sim- 
plicity’s Prevue magazine is off the 
press and now ready for distribution. 
In addition to a brief history of Sim- 
plicity’s Prevue and its women read- 
ers, and a breakdown of Simplicity’s 
coverage, the book gives comparisons 
with the circulation of other leading 
publications by states, cities, etc. 


First Prevue Circulation 


No. 1392. Selling 1939 Cars. 


Time magazine, analyzing the “Se- 
curity Base” market, points to the 
new car buying plans of its readers 
as a definite indication of the present 
mood of this market. Some 73 per 
cent of Time families expect to buy a 
new car within the next two years, 
this survey reveals. 


No. 1352. ... to Shrink Space Still 
Further. 


In this new brochure, Columbia 
Broadcasting System gives details 
concerning 14 new stations and 94 
major station improvements since 
August, 1937. Stations of the Cana- 
dian Broadcasting System are in- 
cluded, with information on their use 
by CBS advertisers. 


No. 1354. Los Angeles, Key to the 
Southern California Market. 


This study, issued by Los Angeles 
Herald and Express, tells the market 
story of this area, with analyses of 
population, sales and their distribu- 
tion, industry and commerce and 
other factors. Several pages illus- 
trate the scope of the paper’s mer- 
chandising and home economics co- 
operation and dealer contacts. 


No. 1342. Certified Radio Survey of 
“Buying” Listeners. 

A new slant on determining radio 
station popularity is offered in this 
study issued by WMC, Memphis. 
Research operatives interviewed cus- 
tomers at point-of-purchase, rather 
than by the _ phone-call-to-home 
method, the analysis, therefore, indi- 
cating station preferences of actual 
buyers. 


No. 1387. NBO Charts. 


National Broadcasting Company 
has issued these three charts—the 
first covering time zones of United 
States, with cities of 25,000 and over 
tabulated alphabetically, and _ the 
time zone specified for each. The 
second chart lists radio families by 
city size, income group and time 
zone, and the third provides a calen- 
dar of starting and ending dates for 
quick computation on program re- 
newal orders. 


No. 1367. Rapid Copy Service Com- 
pany Stats. 

This reference manual, issued by 
Rapid Copy Service Company, con- 
tains a host of time, money and labor 
saving applications for the photostat 
user. Numerous lettering effects, bas 
relief, curved, and colored ‘stats and 
‘stat montage are among the inter: 
esting examples shown. 


No. 1381. 1938 Kansas Radio Listen 
ers Survey. 


This comprehensive study of radio 
listeners’ habits and preferences has 
been issued by Station WIBW. Set 
ownership, economic status of fam 
lies, listening hours, station prefer 
|}ences and program ratings are some 
of the many subjects covered in d& 
tail. 
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ADVERTISING AGE 


SPONSORS WIN 
BOOTLEG’ BALL 
BROADCAST CASE 


Court issues Injunction in 
Pittsburgh 


Pittsburgh, Aug. 9.—Another chap- 
ter in this city’s “bootleg” baseball 
proadcast case was written yesterday 
when Federal Judge F. P. Schoon- 
maker issued a preliminary injunc- 
tion prohibiting Station KQV from 


presenting “knothole” descriptions of 
the Pittsburgh Pirate games played 
at Forbes Field. 

In his decision, Judge Schoon- 
maker defined the issues of the case 
as follows: 

(a) The Pittsburgh Baseball Club 
owns a ball team and a ball park, 
both of which it operates for a profit. 

(b) It rents out the right to 
broadcast what is going on in this 
park between the local ball team and 
visiting ball teams. 

(c) Therefore, it has a property 
right in the broadcasts, and KQV is 
in “unfair competition,” because it 
is using the broadcasts—although not 
getting profit from any sponsor—to 
build up good will for the station, 
with a view to future advertising 
sponsors. The radio interests pay- 
ing for the broadcasting rights also 
are competing for advertising spon- 
sors. 


Cites Sponsors’ Rights 


“It is perfectly clear,” said the jur- 
ist, “that the exclusive right to 
broadcast play-by-play descriptions of 
the games played by the Pittsburgh 
team at their home field rests in the 
plaintiffs, General Mills, Inc., and 
Socony-Vacuum Oil Company under 
the contract with the Pittsburgh 
Baseball Club.” 

The court cited other instances in 
which property rights in news had 
been sustained, including a case in 
which news on bulletin boards and 
in early editions of newspapers al- 
legedly had been “pirated” for com- 
mercial sale. 

Station Admits “Spying” 

KQV frankly admitted it obtained 
its accounts of the Pirate games at 
home by stationing an observer with 
field glasses on the top floor of a| 


Canadians to 
Back Drive of 
Movie Industry 


Ottawa, Aug. 10.—In an effort to 
wean public interest away from the 
ever-increasing competition of other 
divertissements, Canadian motion 
picture operators agreed today to 
participate in the $1,000,000 “back 
to the box office” campaign planned 
by the entire motion picture indus- 
try in the United States. 

At a meeting of Canadian movie 
leaders here, Gordon Lightstone, 
United Artists promotion chief in 
Canada, pointed out that the drive 
was intended to promote the general 


habit of attending motion pictures 
rather than to advertise any particu- 
lar star, company or production. 


“Record Maps” Show 


Southern Resources 


The series of Southern resource 
maps recently started by Manufac- 


turers Record, Baltimore, has been ex- 
panded. The colored maps will ap- 
pear monthly until August, 1939, ac- 
cording to the tentative schedule. 

The maps indicate by numerals the 
mineral, lumber, and other assets of 
each state. 


Relief Tax Halved 
on Ad Typography 
New York City has issued a new 


ruling cutting in half the unemploy- 
ment relief levy on advertising 


typography. Early this year the city 
ruled that the full tax would apply, 
except on authors’ alterations. Ad- 
vertising Typographers of America, 
Inc., entered a protest and submit- 
ted a brief contending that typog- 
raphy was a service and should be 
exempt. 

Under the new ruling, effective 
Aug. 1, but not retroactive, the city 
will tax 50 per cent of advertising 
typography billings, on the theory 
that the business is only half service 
and half sale of “tangible property.” 


“Hardware Age” Puts 


Directory in Mails 


Hardware Age, New York, has 
mailed its annual Merchandise Direc- 
tory number, containing 329 pages of 
advertising. 

The directory contains 4,600 list- 


ings of hardware, sporting goods, toy, 
electrical appliance and related items 
made by 10,000 factories and sold 
through hardware channels. 


Miller Is Treasurer 
The Daily News, Batavia, N. Y., has 
elected Milton R. Miller treasurer of 
Griswold & McWain, Inc., publishers, 
succeeding the late Gerrit S. Gris- 
wold. Mr. Miller is succeeded as ad- 
vertising manager by Edmund R. 

Gamble, veteran News employe. 


Strang Appointed 


Bert D. Strang, Hartman bldg., 
Columbus, has been appointed adver- 
tising manager of the National Eclec- 
tic Medical Association Quarterly, the 
official publication of that associa- 
tion. 


house from where a good view of the | im 


playing field was to be had. The} 
Pirate management already had aa) 
ed this practice by stretching a can- 
vas across the view of KQV’s spy. 
The station argued that it had a right | 
to the news because it was operating | 
from property it had leased and that | 
it was not in unfair competition with | 
anyone, because it was getting no 
revenue from any sponsor but was 
broadcasting the game on its own 
time and at its own expense. 

Judge Schoonmaker refused to en- 
join KQV from broadcasting out-of- 
town Pirate games, because the sta- 
tion had said it had no intention of 
doing so, and had not broadcast such 
games since last May. The plaintiffs | 
isked for a permanent restraining | 
rder but no date has been set for a! 
hearing on making the ban perma- | 


to the FOREIGN RESIDENTS 


OF METROPOLITAN 
NEW YORK 
ZWBNX ‘cn 
he antarenct NX ore 
1000 warts cay ano wicet 
The Station that Speahs Your Language 


roared the Sales Mgr. 
to the Treasurer... 


ee think our salesmen’s ‘swindle sheets’ 
are too high, do you? Claim they should 
spend money only on prime prospects, 
hey? Well then, why don’t we do the 
same with our advertising appropriation? 


“You tell me that every cigar a salesman 


hands out these days should bring in an 


to cultivate the men our salesmen have 


order, and I’m telling you that more of 
our advertising money should be used 


to sell. Let’s use the top-notch business 
papers that do a real editorial job... the 
ones that our prospects have to read... 
the books that'll give us what we need 
right now: selling help where it counts 
at less cost than a cheap cigar per man. 


“If you'll switch a bigger chunk of our 


% 


= 


Highest editorial standards 
and publishing integrity 


In most fields you will find that the business papers 
giving you coverage of maximum buying power at the 
low dollar are A.B.P. publications. They are edited for 
their readers by men who know their readers’ business 
inside and out. They render a service that your prospects 


consider well worth paying for in subscription cash. In 
these days, when every dollar counts, it will pay you to 
count the true value of business paper advertising. A 
note to A.B.P. Headquarters will bring you the low- 
down on low cost promotion in your markets. 


The ASSOCIATED BUSINESS PAPERS, Inc. 
369 Lexington Avenue, New York 
4 Look for the twin hall-marks of known value » 


ee 


its my Selmer 


: who wa ste” 


WH 


i 


advertising budget to the real business 
papers reaching our markets . . . the 
A.B.P.-A.B.C. books, for instance... 
I'll confine my sales expense to the ‘hot 
prospect’ list. 


99 


MacTavish, 
“it’s a deal!” 


“Okay, wild man,” said Treasurer 


Proved reader interest in 
terms of paid circulation 
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ADVERTISING AGE 


August 15, 193g 


Voice of the Advertiser 


Realist Unimpressed | 

To the Editor: Possibly it isn’t bad | 
taste to advertise Raytheon Radio 
Tubes being used by the armies in 
Spain, as Ray Fick maintains. But 
is it good judgment? 

Nobody’s trying to deny the exist- 
ence of war nor to ignore the facts 
of life. But isn’t it true that public | 
abhorrence of war, especially in this 
country, will prejudice acceptance of | 
a product which seems to be capitaliz- | 
ing on bloodshed? And, concerning | 
the claim that “the realistic buyers | 
know that any product has to be darn 
good to stand up in war service,” is it 
valid? Realists remember more eas- 
ily that during past wars inferior, 
shoddy products were purchased, that | 
bids were all that counted, that guns, 
food, clothing and other supplies were | 
seldom as_ represented. War-time 
buying doesn’t make for qualitative 
selection, as a rule. The realists, too, 
may be prejudiced against accepting 
a war-employed product. 

Davip NowINnson, 

Iowa Broadcasting System, Des 

Moines, la. 


-: 
Ad Failed in Purpose 

To the Editor: Apparently a bar- 
rage of Fourth of July cliches have 
obscured the real point in the debate 
over the Raytheon war ad. 

It matters little that Raytheon had | 
the “guts, etc.” to use the hard-boiled 
tie-up. Nor is it important that some 
business man is not “guarding with 
pride our democracy.” What does 
matter is that some people have been 
offended by the ad. 

It is assumed that the purpose of) 


the ad was to sell more Raytheon | 


tubes. If the ad offends anyone—and 
apparently it did—-it fails in its pur-| 
pose. | 


It is interesting to note that the} 
writer recognized the danger of! 
offending either the Loyalist or Insur- 
gent sympathizers, but neglected to 
straddle the fence between pacifists| 
and “realists.” 

Herpert DANIELS, 

Advertising Director, The Long 

Beach Company, Michigan City, 

Ind. 


Reverse Plates Prove | 
Potency for Coal Men 


To the Editor: We are attaching | 
a set of proofs of a coal campaign | 
that we have had an opportunity to 
prepare. We believe that they are at 
least different from the mine run of | 
coal advertising. 

The nature of the product natu- | 
rally suggested reverse plates. While | 
this idea can be dangerous when it 
is poorly executed, we endeavored to | 
relieve the dead black at times with 
a block of white which attracted at-| 
tention by contrast. 

Another method of avoiding monot- | 
ony was to confine the black to bor- | 
der panels, which effectively served 
as frames for the main message. 
These borders were in some cases of 
the illustrative type. An advertise- 
ment featuring the radio program of 
Independent Coal and Coke Com- 
pany, producers of Aberdeen coal, 


used this innovation to good advan- 
tage. 

The center panel was in conven- 
A border on 


tional black and white 


-- Because it's New York's only 
Extra Ory Beer—s new taste thrill! 


This department is a reader’s forum. 


Letters are welcome. 


SAVE -.- AND LIKE IT! 


FOR CONVENIENCE AND 


ECONOMY DRIVE 


DOWNTOWN IN YOUR OWN CAR. . . COMPARE. . . 


_ 


fiiiii) titiil | 


STREET CAR 
FARE 14e@ 
Walking—Walting 
Average loss of time, 
taking 60c wage scale 40e 


TOTAL BY DAY 54e 


Total by Day.... A Ze 


AND MONEY 


YOUR SAVES 
AUTOMOBILE 


NO WALKING 
NO WAITING 


SAVE 
PER 


ONE ONLY 
gee NO PARKING WORRIES 
AMPLE ROOM HERE... 


Turn About Fair Play 

To the Editor: To ride the trolleys 
or drive to work—that’s the current 
feud here that has the 225,000 daily | 
riders of the Indianapolis Street 
Railway Co. in a dither over how to | 
save the most money. The Street | 
Railway Co. started it with car cards 
proclaiming a quick 14c round trip 
against parking worries and a 5lc 
driving cost, but the downtown park- 
ing garages and lots have come right 


each side was printed in reverse, | 


° : . : } 
with bars of music forming an ap-| 
propriate frame for the advertise- 
ment, 


| 
Frep K. FINLAYSON, | 
Smith & Finlayson, Salt Lake | 
City. 
2 2 } 

Servel, Frigidaire | 
Do Sleeve-Rolling Job 

To the Editor: One of our custo- | 
mers ran across a case of similar 
thinking by competitors which is 
perhaps worthy of mention. The 
July issue of “The Servel Salesmen” 
urged its readers to “Roll up your | 


sleeves and roll in the cash.” At 
about the same time “Frigidaire | 
BTU News” came out with a page| 


which admonished, “Let’s roll up our | 
sleeves and go to work!” | 

It hardly seems likely that Frigt-| 
daise is making any tie-up with the} 
National Salesmen’s Crusade fos- | 
tered by still another competitor, yet 
its ten commandments for salesmen 
which appeared in the “sleeve” might 
serve that purpose. It reads as fol- 
lows: 

1. Follow a plan. 

2. Talk to at least ten people each 
day. 

4. Find at least one new prospect 
each day. 


| back with a series of newspaper ads 


setting up idea of the 


CAN RIDE AT 
m5 NO EXTRA COST 


INDIANAPOLIS DOWNTOWN PARKING GARAGES AND LOTS 


their 


Poor commuters! 


4. Canvass. } 


5. Use your users. 


6. Make night calls. 


7. Tell the need story. 
8. Show how Frigidaire pays for 
itself. 
GENE Ertenpers, 
Publishers Printing Company, 
New York. 


v v v 
Which Came First? 
To the Editor 
first 


Who originated this 
Allis-Chalmers or Rhein- 
Or did they both get the same 


idea 
gold? 
idea at the same time‘ 
C. EUGENE WaAppeELt., 
Springfield, Mass. 


QUICK — 
UENCH! 


Ruptore Fetunguich Arce FAST 


CUTS Of Carbontzation and ( 


Ther “QUICK-QUENCH” Acton 


entact Deteroraton tes Minimum! 


| 
| 


Ye 


YOU ACTUALLY 


7ic 


DAY 


costs. 


L. F. WeELcH, 


Pettinger-LaGrange, Inc., 
Indianapolis. 


Copy Solution 

To the Editor: I submit the en- 
closed 24-sheet design, now appearing 
in the Los Angeles area, as an in- 
stance where a complicated sales 
story has been boiled down to its es- 
sentials for outdoor consumption. We 
have in the past treated the same 
subject in various ways; using maps, 
contrasting scenes, etc. This, I be- 
lieve, is the most successful solution 

Another interesting feature of the 
board is that whereas the figure was 
done in wash technique it was repro- 
duced in wood block without losing 
| the informality and freedom of the 
original. Twelve colors were required 
lin the face alone to arrive at the nec- 


SALES STORY SIMPLIFIED 


see tice GS Inve 


4G SCENIC ROUTES EAST 


GO ONE WAY — RETURN ANOTHER! 


essary variations of tone. 
Show Print of Los Angeles 
duced the job. 


Green's 
repro- 


Forp S. SIBLey, 
Lord & Thomas, Los Angeles. 
~ VV 
Quahaug Business Good 
To the Editor: I have just written 
Nickerson Lumber Company, Chat- 
ham, Mass., in reference to their 


kwahog advertisement which was re- 


produced in ADVERTISING AGE recently, 
I sent them 30 cents, being very 
much in need of a good quahaug 
knife to open my quohogs. 
FRANK T. DENMAN, 
Copy Chief, Kenyon & Eckhardt, 
Inc., New York. 


Only “LATZ” 


can produce ““LATZ LETTERS”! 


Because 


18 years of EXPERIENCE are packed into every 
LATZ LETTER that you buy! 


That is WHY 


LATZ LETTERS produce sensational RESULTS* 


for all who use them! 


[*ASK FOR PROOF) 


We boast of exclusive facilities! 


Specially created Latz Letter equipment « 50 Giant-Gram Machines 


Patented Latz Personal-Print Presses * Idea Laboratory « Art Depart- 
ment « Copy Department « Battery of Intertypes * Battery of Imprinting 
Presses ¢ Modern Printing Equipment—An Unusual Organization Inviting 


Thorough Inspection! 


OVERSEAS AFFILIATIONS: 


Chadwick-Latz, Ltd. 
London 


Chadwick-Latz, S.A. 
Paris 


Esselte — Stockholm 


Chadwick-Latz- Belgium 


Brussels 


HARRY LATZ SERVICE 


461 Eighth Avenue 


New York City, N. Y. 


NOTE: All genuine Latz Letters are marked "LATZ LETTER" 
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; Three Are Promoted 
Junior Admen by Chicago Agency 


in Los Angeles | Three promotions have been made 


by Needham, Louis & Brorby, Chi- 


Select Ha mp e cago. W. Raymond Fowler, Jr., who 


has been with the agency for four 
years, creating merchandising plans 


and campaign ideas, has been elected 
Los Angeles, Aug. 9.—George A. a vice-president. 


Hampe, Dictaphone Sales Company, William P. Bager, who has five 
was inducted last week as president | years’ service to his credit, has been 
of the junior division of the adver-| appointed copy chief. Harry L. Bird, 
tising Club of Los writer and account executive, has 
Angeles. The fol- been appointed manager of the new 
1 i ffi service office being opened in Mil- 
es eS - waukee by Needham, Louis & Brorby. 
were also in- 


stalled in office: ~ 
Julian E. Stey- 
skal, Glasser Ad- © 
vertising Agency, 

ty 
first vice-presi-§ 
dent; L. D. Myers, 


Bleier Opens Office 


A. L. Bleier has established Bleier 
Advertising Service at 50 W. 72nd 
street, New York. 


McCall for Van Heuser |P]lan Airline 


Phillips-Jones Corporation has ap- 

pointed Chester H. McCall Company, | C f 
New York, to handle advertising of | on. erence to 
Van Heusen collars shirts, pajamas | . 
and neckwear. Magazines and news- | Control Copy candidate for the benevolent dicta- 
papers will be used in a fall and win- torship. 
ter campaign. It is an open secret that the infant 
| Chicago, Aug. 11—Early formation air transport industry not only 

Gardiner to BBDO /of a domestic airline passenger con- | wishes some of the teeth drawn 
Arch Gardiner has joined Batten, | ference patterned after the trans-|from individual initiative, as ex- 


Barton, Durstine & Osborn, Minne- | Atlantic steamship conference is | pressed in current advertising, but 
apolis, as head of the research de-| 


artment. Mr. Gardiner was for promised here following recent pas- | t© wage a cooperative campaign to 
aa with Newsweek sage of the civil aeronautics act of | ¢ncourage use of its facilities. 


2° : s — P | 
1938, establishing a civil aeronautics | 


. ‘authority similar to the maritime | 
Grimes Named Manager | .o.mission | 


former to assess penalties for viola- 
tion of any provision in the code. 
Col. Edgar S. Gorrell, president, Air 
|Transport Association of America, 
appears to be the logical and single 


Zeon in South 


Alden R. Grimes has been named +A T= wal ’ | Claude Neon Federal Company, 
manager of the new Minneapolis of: | The airline conference will proba: | New Orleans, has been exclusively 
fice opened by Station KATE, Albert | DIY Select a czar, adopt a trade prac-| jicensed to manufacture Zeon illumi- 
Lea-Austin, Minn. Mr. Grimes will) tice agreement, including regulation nation in Louisiana. The new process 
be located in the Rand Tower. |of advertising, and authorize the| makes additional colors available. 


John D. Roche 
Company, second 
vice - president; 
Don Carter, National Biscuit Com- 
pany secretary; Edward Hare, Arts 
Kngraving Company, treasurer; and 
Leo E. Coutt, E. B. Myers Company, 
director of publicity. The young 
men’s group is now in its seventh 
year and the new officers will take 
over their posts early in September. 


New National 
Accounts Shown 


by Trade Press 


New York, Aug. 9.—Forty-five 
new national advertising accounts 
were started in June in 24 member 
papers of the Associated Business 
Papers, Inc., according to a new 
monthly statistical summary 
launched by the ABP. The same 
papers reported that 34 additional 
advertisers who had previously dis- 
continued resumed their schedules 
during June. 

Although the June figures repre- 
sented reports from only one-sixth 
of the ABP membership, it is ex- 
pected that fuller coverage will be 
provided by future reports. The 
July business summary will be re- 
leased in about two weeks. 


George A. Hampe 


Corrective Cosmetics 
Appoints O’Connell 


Winifred Fayant Cosmetics, Inc., 
Philadelphia, has appointed R. T. 
O'Connell Company, New York, as 
its agency. The line will be mar- 
keted as Corrective Cosmetics. 

Other accounts placed with O’Con- 
nell include Warren McArthur Cor- 
poration, New York, Anodic alumi- 
num furniture; Aerolux Light Cor- 
poration, New York, Aerolux Kayatt 
glow lights; Textile Dyeing and 
Printing Company, Fairlawn, N. J.; 
Richmond Piece Dye Works, Inc., 
Richmond, Va., and Master Bob Pin 
Company, Brooklyn. 


Briar Pipe to Hudson 
National Briar Pipe Company, 
Jersey City, has appointed Hudson 
Advertising Company, New York. | 
Newspapers, magazines and _ trade | 
papers will be used for Kleentest de 
luxe air-cooled filter pipe. 


MM 


INTERNATIONAL 
PRINTING PAPERS 


Ticonderoga Book 
Champlain Book | 
Saratoga Book 


Saratoga Cover 


Lexington Offset 


Made by 
INTERNATIONAL 
PAPER COMPANY 

220 East 42nd Street 


NEW YORK, N. Y. 
| BOSTON CHICAGO CLEVELAND | 
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RETAILERS AIM 


j 
| 


TO CEMENT TIES 
WITH CONSUMERS 


Institutional Copy to Mark 
Special Demonstration 


New York, Aug. 9.—A “national re- 
tail demonstration,” which is ex- 
pected to be the most extensive co- 
operative movement since NRA to 
improve retailer relations with the 
consuming public, is being planned 
for the week of Sept. 18 under the 
sponsorship of the National Retail 
Dry Goods Association. 

The plan was approved by retail 
representatives from all over the 
country at a meeting here last week, 
and the exact date of the demonstra- 
tion was selected today. The cam- 
paign will embrace not only depart- 
ment stores but all retail outlets, and 
a number of national, state and lo- 
cal retail organizations have prom- 
ised support. 

Objectives of the effort are “to 
elevate public confidence at a time 
when business generally is expected 
to show strong advances, and to cre- 
ate greater appreciation of retailing 
as a major factor in economic prog- 
ress.” The plan is to encourage 
every merchant to advertise in plain 
language not only his merchandise, 
but his place in American life. 


“Canned” Copy Taboo 


The demonstration will be built 
around the efforts of individual re- 
tailers. Each merchant will be 
urged to do his own public relations 
job in his own way, through institu- 
tional copy and merchandising dis- 
plays. The week will differ from 
usual industry campaigns in that 
there will be no general slogan, no 
posters, and no stereotyped advertis- 
ing prepared by the association. 

NRDGA will make suggestions for 
institutional advertising, but “canned 
copy” will not be provided because 
the sponsors feel that its use would 
be likely to defeat the purpose of 
the demonstration. Major Benjamin 
H. Namm, president, The Namm 
Store, Brooklyn, and chairman of the 
demonstration committee, declared 
that the purpose of the drive is to 
increase the sphere of influence of 
the nation’s retailers to a position 
consistent with the industry’s rank- 
ing as third largest in the country. 

“The American retailer, it seems, 
has been so busy trying to sell his 
goods that he hasn’t found time or 
words to sell to the public his func- 
tion to the social community, his 
place in the scheme of things,” said 
Major Namm. “This may be a trib- 
ute to his native modesty, but it is 
also a reflection on his far-sighted- 
ness, for he has not realized that in 
the long run his industry will sur- 
vive and prosper to exactly the ex- 
tent to which it commands public 
confidence.” 


Smith Shoe Company 


| 

in Roto Sections 
J. P. Smith Company, Chicago, 
will wage an extensive newspaper | 
campaign for Smith Smart 
McGiveran-Child 
has been 


shoes. 
Company, Chicago, 
appointed as the Smith 
agency. Sydney Loewenberg and 
Milton J. Kle> are account execu- | 
tives. 

Sunday rotogravure will be usec | 
heavily, supported by black ane 
white in Sunday 


= 


issues 


Zeller to Wagenseil 
Zeller, formerly associated 
with the Frigidaire division, General 
Motors Corporation, has joined Hugo 
Wagenseil & Associates, Dayton, 0. | 
Mr. Zeller will be in charge of con 
sumer sales promotion, sales conven 
tions and radio talent 


Jerry 


Rosenthal Names H-G 


Hirshon-Garfield, Ine., New York 
has been appointed advertising and 
merchandising counsel for Rosenthal 
Mfg. Company, clothing manufac 
turer, New York. 


74. Newspapers 
Support! &l 
New Group Plan 


Des Moines, la., Aug. 11—With 74 
newspapers enlisted, the “I & I 
Group Plan,” sponsored by daily 
papers of Iowa and Illinois, was put 
into execution this week. A highlight 
of the new project is a frequency dis- 
count plan which places national ad- 
vertisers on a parity with those in 
the local field. 

All of the 74 papers committed to 
the plan have adopted standard size 
rate cards, standardized merchandis- 
ing cooperation, uniform market in- 


formation 


and consumer surveys. 
These and other features were adopt- 
ed following a survey among agen- 
cies which indicated that standardi- 
zation was the crying need from the 
buyer’s viewpoint. 


Gains Quick Fruition 


Perfection of the I & I Group Plan 
follows quickly on the heels of its 
tentative broaching a few months 
ago. The idea originated with E. P. 
Adler, of the Lee Syndicate; John 
Potter, Rock Island Argus; E. K. 
Todd, Rockford Register-Republic 
and president, Daily Newspaper 
League of Illinois, and Clare Mar- 
shall, Cedar Rapids Gazette, and 
president, Iowa Daily Press associa- 
tion. 


Furnish Public 
Radio Facts, 
Miller Urges 


Kansas City, Mo., Aug. 9.—Al- 
though anti-radio propaganda is not 
yet a problem of enough magnitude 
to warrant drastic or regimented ac- 
tion, broadcasters should concern 
themselves and direct their activities 
in such a manner that the radio pub- 
lic will get an honest, understand- 
able picture of radio, Neville Miller, 
president of the National Association 
of Broadcasters said here Saturday 
at the annual meeting of the organ- 
ization’s 10th District. 


General ignorance of radio facts 
rather than a concerted campaign of 
anti-radio propaganda is the problem 
faced by broadcasters, he declared, 
Radio profits and costs were said to 
be particularly misunderstood. Com- 
parisons made between British and 
American radio also present the pub- 
lic with an incomplete picture, he 
added. 


Urges Cooperative Effort 

American broadcasters must tell 
the story of radio truthfully through 
cooperative efforts, Mr. Miller said. 
He asserted that although a great 
deal has been said and written about 
the absence of educational materia] 
in radio programs, the public little 
realizes how much of its time radio 
does devote to educational efforts. 


i 
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sound-on-#ilim Ptojector thé gives thea- j 
tre sound @gtityecnd pietire perfection. gq 
The great dameandhfér his widely known 
projector hde made possible a recent ¥ 


reduction in 
production. 
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Bell & Howell advertising is prepared by 
Henri, Hurst & McDonald, Inc., Chicago 
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Skelly Invades 
Chicago; Buys 
Texaco Outlets 


Chicago, Aug. 9.—Skelly Oil Com- 
pany, of Tulsa, won a foothold in 
Chicago this week with accession of 
Union Central Petroleum Company, 
controlling 45 super service stations. 
The Skelly move displaced Texas 
Company, under whose banner Union 
Central formerly sailed. 

Skelly, with the expectation of 
rapid expansion of its nucleus, will 
probably indulge in considerable 
local newspaper advertising to has- 
ten recruiting and win a following 


for the name, which is strange to 
the majority of local motorists. 
Blackett-Sample-Hummert, Inc., was 
recently appointed the Skelly 
agency. 

Skelly Oil Company distributes in 
16 Middle Western states, and Chi- 
cago has been the only major market 
in its territory in which it has not 
enjoyed retail facilities. 


Names Bayless-Kerr 


The Bayless-Kerr Company, Cleve- 
land, has been appointed by the Gast 
Bottling Corporation, St. Louis, for 
a campaign on the company’s new 
bottled “Gast Golden Lager Beer.” 
Newspapers, radio, outdoor posters 
and street car cards will be used. 
Walter Butcher, vice-president of the 
agency, is the account executive. 


‘Listen’ Pages 
Continue As RCA 
Series in ‘Life’ 


New York, Aug. 9.—The “Listen” 
series of consecutive pictorial pages 
which has been appearing in Life for 
the past year has been renewed by 
the RCA Mfg. Company. The con- 
tract, which calls for four and five 
page special sections once a month, 
involves the purchase of more than 
50 full pages at a cost of several 
hundred thousand dollars. 

The “magazine within a magazine” 
idea was inaugurated by RCA in the 
Aug. 16, 1937, issue of Life and has 


appeared regularly since that time. 
News pictures feature the layouts, 
presented in a style similar to the 
magazine itself. Lord & Thomas 
handles the RCA account. 


Abandons Spirits Institute 

Gene Tunney, chairman, American 
Distilling Company, has announced 
its withdrawal from the Distilled 
Spirits Institute. Tunney charged 
that the Institute lacks “social con- 
sciousness.” 


Joins Polygraphic Co. 


John R. Strohecker has been elect- 
ed executive vice-president of Poly- 
graphic Company of America, Inc., 
New York. He was formerly assist- 
ant general sales manager, Bauer & 
Black, Chicago. 


Bell & Howell Sales up since 


start of Campaign in Business Week 


NEE 


Degen @ Campaign in Business Week to sell Filmo- 
sound Motion picture projectors to executives. The copy 
has stressed the value of industrial movies in sales work 
— whereby “the company’s best salesman, the president” 
can work with every man in the field. 


“It is very evident’, says E. A. Reeve, advertising mana- 
ger of Bell & Howell, “that Business Week goes to the 
people we want to reach. The numerous inquiries we 


receive from responsible executives of well rated com- 


panies are conclusive. 


“Since we began advertising in Business Week our sales 


to industrial users have increased substantially. We have 


“ws 


BEM Mopths ago the Bell & Howell Company 


BUSINESS 


The Executives Business Paper 


ADVERTISE 


A McGRAW-HILL 


PUBLICATION 


EK 


330 W. 42nd St., New York 


also felt its influence on our own sales force and receive 
many voluntary letters of approval from producers of 


industrial films — who are strong recommending factors 
in the sale of our projectors.” 


Many advertisers, because of the nature of their products 
or their advertising copy, cannot and do not expect 
directly traceable inquiries and sales. But there are 
enough like Bell & Howell to give a very tangible picture 
of the effectiveness of advertising in Business Week and 


the buying influence of its executive audience. 


Regardless of business conditions, good advertising of a 


good product to the right people in the right place pays 
dividends. 


ADVERTISING IS 
SHOWN AS LEVY 
ON HOUSEWIFE 


New Study Breaks Down 
Food Costs 


Washington, D. C., Aug. 11.—Ad- 
vertising exacts a levy of about one 
and one-half per cent on all food 
purchases by the American house- 
wife, according to “Who Gets Your 
Food Dollars,” by Hector Lazo and 
M. H. Bletz, of Cooperative Food 
Distributors of America, just pub- 
lished by Harper & Brothers. 

The housewife, to whom the book 
is addressed, may consequently re- 
ceive the unfortunate impression, 
no doubt unintentional on the part 
of the authors, that part of her food 
expenditure is diverted to an activ- 
ity from which she does not di- 
rectly benefit. 

The book, based largely on gov- 
ernment figures, indicates that the 
1937 average family consisted of 
four persons living on an average 
income of $2,100, of which food 
claims from 32 to 38 per cent, or 
$12.92 weekly. The “advertising 
tax is $0.014 of each dollar, or about 
$0.18 weekly. 

The authors break down this ex- 
penditure by divisions. They found 
that the average weekly dairy bill 
is $2.23, of which 1 per cent is paid 
by the consumer for advertising. 
The weekly bread and cereal bill is 
$1.35, and advertising accounts for 
2 cents. 


Cost of Meat, Fruits 


This average family has a weekly 
meat bill of $4.08, of which more 
than 8 cents is the cost of advertis- 
ing. The levy is somewhat higher 
when canned foods are considered, 
the family spending $1.86 weekly 
and 3 cents of this sum going for 
the sake of advertising. The weekly 
expenditure for fruits and vege- 
tables is $1.51 and the unescapable 
advertising tax is 2 cents. Another 
$1.47 weekly goes for miscellaneous 
food products, with advertising ac- 
counting for another 2 cents. 

A division of the food dollar by 
trade factors is given as follows: 
Farmers and other primary  pro- 
ducers, $0.366; transportation 
agents, railroads and trucks, $0.073; 
brokers and agents, $0.016; proces- 
sors (manufacturers), assemblers 
and packers, $0.016; wholesale gro- 
cers, $0.058; retail grocers, $0.217. 

“Just as it is true,” says the 
analysis on the advertising topic, 
“that the people of the United 
States enjoy a relatively higher 
standard of living than those of any 
other country, it is a fact that more 
money is spent for advertising here 
than anywhere else. 

“As nearly as we could earmark 
promotional expenses from the data 
reviewed, these take 18 cents a 
week out of your $12.50, or about 
a cent and a half of the food dollar. 
Undoubtedly a greater amount is 
spent. Because of these advertising 
expenditures, you enjoy newspapers 
and most magazines for an outlay 
on your part of an amount equal to 
much less than it costs to print 
them, in many cases less than the 
actual cost of the paper alone.” 


To Promote New Rum 


Swafford & Koehl, Inc., New York, 
has been appointed to promote a new 
brand of Puerto Rican rum, Ron 
Riondo, which will be introduced in 
the United States, Oct. 1. 


Melora Joins Capitol 


Vincent Melora, formerly with 
Pioneer Moss, Inc., New York, has 
joined Capitol Engraving Company, 
Inc., New York, as executive vice- 
president. 


Gilbert Appoints 
The Gilbert Paper Company, Men- 
asha, Wis. has named Meldrum & 
Fewsmith Inc. of Cleveland to handle 
its account. 


ae a 7 

iy (; \ Telit 7 

BR’ '¥ ° ea ) 

re a : i : dai, | 

: i i | 
| 

a ee , 

SSS | 

a | 

Ps | N — : 

| eee 5 WE —_ 


18 


ADVERTISING AGE 


August 15, 193g 


EYE CAMERA IS 
NEW CHECK FOR 
LAYOUT APPEAL 


Attention Value Gauged on 
Scientific Basis 


Des Moines, Aug. 10. 
of experiments conducted here by 
editors of Look magazine using an 
eye camera invented by Dr. Herman | 
F. Brandt of Drake University were 
today believed to point the way toa 
new method of pre-checking the de- 
gree or type of reader interest in 
magazine and newspaper layouts. 

Tests have involved nearly a year 
of experimental effort by the univer- 
sity and the magazine and while not 
held conclusive as yet, they have pro- 
vided an interesting technique for 
checking the effectiveness of the 
magazine’s pages. 

Testing a layout involves showing 
a page to a representative reader. 
While this subject views the page for 
15 seconds (he is not told the amount 
of time to be allowed him) the eye 
camera photographs the movement of 
his eyes as they shift from one sub- 
ject on the page to another. Projec- 
tion of the developed film upon a 
graduated scale then affords a visual 
record of the reader’s “eye path.” 
This record shows what he looked at 
first and how often his gaze returned 
to the part of the page which held 
the biggest appeal to him. 


Wide Variety of Tests Made 


Tests on features and advertise- 
ments have included: the attention 
value of color, various positions for 
headlines, amount of readership 
given cutlines, preferred shapes and 


The results | 


sizes of pictures, interest in pictures | 
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USE NEW CAMERA TO TEST COPY INTEREST 


—ee 


These two sample pages of Look magazine were used to test picture interests of a doctor and housewife. Chart lines show 


according to vocational interest, ver- 
tical layouts as opposed to horizontal 
layouts, the picture-serial technique 
as opposed to orthodox display, and 
flash tests of eye preferences for 
various types of layouts. 

Accuracy of the method has been 
especially noticeable in registering 
reader interest according to voca- 
tional interest. As shown in the ac- 
companying illustration, the “eye 
path” of the page at the right is one 
made by a housewife. It shows that 
she looked at all the pictures but that 
her eyes returned most frequently to 
the picture of the “giant baby” 
shown at 

The 


the center. 
page on the left was viewed 


WARG 


the paths taken by their eyes. 


'by a doctor. He was attracted to the 
| baby also, as well as the two shapely 
girls, but his eyes dwelt most fre- 
quently upon the picture of a knife 
driven through a skull, shown at the 
center of the page. 
Over 700 Subjects Tested 

Look has filed a patent application 
on the camera, which is now a per- 
manent part of the psychological 
laboratories of Drake University. Dr. 
Brandt, it is reported, has tested 
over 700 subjects with his invention. 

Further tests are currently under 
way and the university’s psychology 
curriculum has been broadened to in- 
clude courses in ocular or eye pho- 
tography. 


A. N. Steele Shifts 


A. N. Steele, formerly general sales 
manager, Ditto, Inc., Chicago, and for 
a number of years advertising man- 
ager, Standard Oil Company of Indi- 
ana, has joined the sales staff of The 
American Weekly. He will be tem- 
porarily assigned to the New York 
office but will be shifted to Detroit 
shortly. 


Two Name Covent 


Covent Company, New York, has 
been appointed to handle advertising 
for Empire Imports, New York, im- 
porter of Scotch sweaters and 
tweeds, and Herbert R. Leeds & Co., 
Inc., New York, textile sales agent. 


CINCINNATI... “50% more!” 


Local Cincinnati advertisers prefer radio 


station WK RC. It sells 50% more time to 


local advertisers than both other 


local network stations combined. 


Broker Refuses 
to Capitalize 
Golf Travail 


Chicago, Aug. 9.—After making 
most of the country’s front pages, and 
receiving scores of offers of hard cash 
for endorsements, James Smith Fere- 
bee, whose feat of shooting 144 holes 
of golf in one day took the nation by 
storm, renounced the “easy money” 
he might have made, and concen. 
trated on his investment business. 

Only one product, Fox DeLuxe 
beer, was able to cash in as Ferebee, 
31-year-old vice-president of Barney, 
Johnson & Co., Chicago investment 
house, made his 15-hour march over 
the four courses of Olympia Fields 
golf club last Friday. The Fox brew. 
ery had a gaily garbed male sefve 
young Ferebee a coo] bottle at stated 
intervals, while radio announcers 
described the scene in detail. The 
Fox company also made capital of the 
Werebee achievement in Sunday news- 
papers. 

Ferebee was unaware that he was 
“making news” when he made a $15.- 
000 bet that he could shoot 144 holes 
in one day without taking over 95 
for any 18. He was amazed at the 
avalanche of offers‘of all kinds which 
came his way, and equally astonished 
at the gallery which dogged his steps 
during the hours when the outcome 
was being decided. 

He decided to turn to a Chicago 
advertising man, who prefers to re- 
main unidentified, for advice, and 
was told to stick to his investment 
business and reject all other offers. 
Accordingly, Ferebee today was back 
at his desk, turning a deaf ear to the 
pleas of all and sundry. - He is will- 
ing to let bygones be bygones—if 
everyone else is. 


Greiner Makes Change 

J. B. Greiner, Jr., formerly of 
American Architect, New York, has 
joined the advertising staff of House 
Beautiful. 
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WITH DETROIT AGENCY 


Haldeman 
years manager of the National Electrical 
Manufacturers Association refrigeration 
division, has joined Lee Anderson Ad- 
vertising Company, Detroit. He has spe- 
cialized in retail and specialty goods 
merchandising. 


Finnie, for the past four 


Hecker to Push — 
Penny Offer in 
Fall Campaign 


New York, Aug. 9.—Fall promotion 
by Hecker Products Corporation will 
center around a special combination 
offer on H-O oats and H-O cream 


farina, to be supported by large- | 


space newspaper advertising in New 
England, New York, and New Jer- 


sey markets, according to James C. | 
Riggs, advertising manager, Hecker | 


H-O Division. 

The campaign will break about 
the middle of September, with lead- 
ing dailies carrying 800 and 500-line 
insertions on a_ four-times-a-week 
schedule. Smaller space will be 
used after the opening blast. Presto 
cake flour will be promoted in a 
separate drive. 

The combination offer will be a 
one-cent sale, with a 12-cent package 
of farina selling for one cent when 
two packages of H-O oats are bought 
at the regular price. In addition to 
the newspaper campaign, the sale 
will be promoted through extensive 
point-of-sale merchandising. 

In commenting on the special deal, 
Mr. Riggs expressed the opinion that 
cereal manufacturers have overdone 
the use of premiums. He said that 
offering a premium of a regular piece 
of merchandise made by the same 
company has a number of advan- 
tages over other premium plans, in 
that it not only increases sales by 
attracting new customers and offer- 
ing a bonus to old customers, but 
also serves to make added customers 
for the product offered as a premium. 


Kaiko to Pinsker 


Casper Pinsker Advertising 
Agency, New York, has been named 
to handle the advertising of Kaiko 
Photo Products, Brooklyn. 


STOCK PHOTOS 


Thousands of ready - to - use 
illustrations, on all subjects, 
are available for your inspec- 
tion. Write, wire or phone. . 


KAUFMANN & FABRY CO. 
425 S. Wabash Avenue ® Chicago 


Telephone Harrison 3135 


106 West 43rd St.. NEW YORK 
Phone Bryant 9-6682 


Zipper Sausage 
Introduced at 
Meat Conclave 


Milwaukee, Aug. 11.—Under spon- 
sorship of Wetterling’s, Milwaukee 
sausage manufacturer, the National 
Association of Retail Meat Dealers 
got acquainted with the zipper 
wiener at its annual meeting at the 
Schroeder Hotel this week. 

Wetterling’s, licensed by Identifica- 
tion, Inc., Chicago, did not waste the 
opportunity of combining trade and 


prone to gather, and used tire covers parchment, instead of the time- 


on cab fleets, spot radio and elaborate | 
point of sale material to focus inter- 
est on the new wiener. 

The zipp sausage is not to be con- 
fused with the skinless frankfurter 
recently developed by Visking Cor- 
poration, Chicago, which will shortly 
put national advertising back of its 
innovation. (ApverTIsSING AGE, July 
7). The zipper sausage combines the 
edibility of the skinless competitor 
with the fun of a novelty. It elimi- 
nates the link until recently regarded 
as an indispensable adjunct of a saus- 
age, each unit now being free as air. 


Easy to Operate 


honored sheep casings, and _ is 


| 


equipped with a zipper made of the| 


same material. The sausage may be 
exposed to the appetite at one fell 
swoop or gradually, as a banana is 
unpeeled in sections, at the whim of 
the owner. 

Identification, Inc., owner of the 
patents, protects its own interests by 
the simple expedient of manufactur- 
ing the casings, which are the key 
to the problem. It then sells the 
casings to all and sundry in the meat 
packing field. Wetterling’s, at least, 


is enthused over the new develop-| 


the inventor of the zipper sausage. 
R. E. Rosenthal was the man who 
visualized its possibilities, however, 
and became president of Identifica- 
tion, Inc. 


NYU Printing Courses 

Eight courses in the art, technique 
and history of printing will be con- 
ducted during the fall term begin- 
ning Sept. 19 by New York Univer- 
sity, Division of Graphic Arts. Ses- 
sions will be held week-day evenings 
and Saturday mornings at the Wash- 
ington Square Center under the di- 
rection of Otto W. Fuhrmann. 


Farm Paper Appoints 


and consumer acceptance. 


It gave 


ment, terming it the first genuine im-| 
provement in the sausage business in| 
4,000 years. 


The new zipper sausage boasts a 
demonstrations in the hotel and at} square end as a symbol of its inde- 
strategic points where consumers are! pendence. 


It is encased in vegetable 


|and S. Gordon Hyde, 


A. J. Freeman is said to have been| Western advertising representatives. 


an old dog new tricks 


N O doubt about it, Mrs. Schlosser was the best cook 
in seven counties. It was an admitted fact in a small 
Wisconsin community where good cooks were as 
plentiful as tall beers. Her apfel strudels were an 
epicure’s dream and a symphony all rolled into one. 
Her pies were filling creations that had ruined the 
waistlines of the family, relatives and friends. 

It was no worrer then when word of her son’s 
marriage came back to Wisconsin from PORTLAND, 
OREGON, that the neighbors speculated about the 
bride’s cooking ability. She would hear a good deal, 
they said, about the things ‘‘mother used to make.” 

Mrs. Schlosser thought so too. After summer canning 
was over, Mrs. Schlosser started west. The greater part 
and the most precious part of her luggage was a big 
hamper packed with Emil’s favorite cookies, jars of 
pickles and preserves. 

She didn’t know it, but she was carrying beer to 
Milwaukee ... because ...the bride’s first dinner 
was a triumph. A bit reluctantly, Mrs. Schlosser ad- 
mitted to herself that she couldn’t remember a finer 
one. The next day, however, when she saw Jane plop a 
lamb roast into a low temperature oven without a 
preliminary searing, without water, without a cover on 
the roaster, she decided that the bride still had a lot to 
learn. Her thrifty soul cringed at the thought of ruining 
such a fine leg of lamb. And she said so! 

When Mrs. Schlosser finally stopped for breath Jane 
said that one Mary Cullen of the Journal had taught 
her to cook lamb roasts this way and she had always 
had rather good luck. But Mrs. Schlosser remained a 
sceptic. That is, she remained a sceptic until she tasted 
the roast. Mrs. Schlosser had never had time for new- 
fangled cooking notions, but when Jane asked her if 
she would like to go to a cooking matinee, she went. 
She was on a vacation with nothing else to do. So, why 
not? Mrs. Schlosser had a grand time. And, she learned 
things. There were other dishes than stew to make from 
Sunday’s roast. Making a good cake was not a matter of 
luck. There were new and better ways of canning, 
presetving, pickling 


1A ~~, 


I) 
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“Ach du lieber,’’ she said that evening as she pored 
over the recipe bulletins she had been given, “I guess 
you can teach an old dog new tricks after all.’’ 

Mary Cullen’s Department is The Household Arts 
service of the Journal —a service to homemakers, young 
and old, almost unparalleled in popularity among 
American newspapers. To Mary Cullen’s Cottage in 
1937 came over 95,000 visitors, 100,000 phone calls, 
80,000 letters! Here the products of Journal advertisers 
are displayed, explained,- used. 

Yet Mary Cullen’s Cottage and Mary Cullen’s 
eagerly read daily columns are but one reason for the 
Journal’s outstanding leadership in this area. As the 
homemakers depend upon it for friendly help and advice 
so do they depend upon its news and advertising pages. 
Little wonder that here, where they live in the Portland 
trading territory, where 53 % of Oregon’s population is 
concentrated, the daily Journal leads the second paper 
by 9,456 in circulation, the third paper by 31,345. And 
food advertisers during the first six months of 1938 
placed in the Journal 204,793 more lines of advertising 
than in the two other Portland newspapers combined. 


THE JOURNA 


PORTLAND, OREGON 


REYNOLDS-FITZGERALD, INC. 
NATIONAL REPRESENTATIVES 
NEW YORK + CHICAGO + PHILADELPHIA + DETROIT 
SAN FRANCISCO + LOS ANGELES + SEATTLE 


New Jersey Farm & Garden, Sea 
Isle City, N. J., has appointed A. R. 
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Super - Polite 
Comics Revived 


bd 


for Kellogg’s 


New York, Aug. 9.—Those 
ultra-polite Frenchmen, Alphonse 
and Gaston, comic-strip  person- 


alities of an earlier day, have been 
revived by Kenyon & Eckhardt, 
Inc., for a special summer campaign 
on Kellogg Company’s_ A\ll-Bran. 
Full pages in color, and half and 
quarter pages in black and white 
are appearing currently in a list of 
about 150 newspapers and will con- 
tinue through August. 

Fred Opper created Alphonse and 
Gaston in 1901 and they were soon 
numbered among the most widely 
known comics. Mr. Opper was 
forced to stop illustrating in 1932 
due to failing eyesight and he died 
in 1937. 


UNUSUAL COVERAGE 
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Circulation This Iseae 60.000 
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PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 
tisement.) 
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Alphonse and Gaston, dearly beloved by newspaper readers 30 years ago, have 


returned to the dailies, this time sponsored by the Kellogg Company. 


Doelger Names Winston 


Leonard F. Winston, New York, 
has been appointed to handle radio 
advertising for Peter Doelger Brew- 
ing Corporation, New York. A test 
series over Station WMCA, New York, 
will begin immediately. 


Gets J&L Wire Rope 


The wire rope division, Jones & 
Laughlin Steel Corporation, Pitts- 
burgh, has placed its advertising ac- 
count with Maggart Corporation, Chi- 
cago. 


DEMONSTRATING A GREAT 
CLOTHES MAKER'S FAITH 


in AKRON... 


One of Ohio's most mod- 
ern clothing stores and 
one of the finest in their 
entire chain was opened 
by Richman Brothers on 


July 29 at Akron, Ohio. 


The new four-story struc- 
ture is hailed as a dem- 
onstration of this great 
clothes maker's faith in 


Akron's future. 


Our congratulations to 
Richman Brothers, to Mr. 
W. P. Junglas company 
vice-president who per- 
sonally planned the con- 
struction work and to Mr. 
Jack Baer local manager, 
who opened Richman 
Brothers first 


Akron 26 years ago. 


store in 


in the... 


For complete, economical coverage of the alert, free- 
spending Akron Market concentrate your advertising 


AKRON BEACON JOURNAL 


Represented by Story, Brooks & Finley 


| 
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Listeners Are 


Effective Air 
Censors—Lohr 


New York, Aug. 10.—Freedom of 
the air, as exemplified by the Amer- 
ican system of broadcasting, is es- 
sential to the American form of 
Democracy, Lenox R. Lohr, presi- 
dent of the National Broadcasting 
Company, told a coast-to-coast audi- 
ence last night in connection with 
the inauguration of KVOO, Tulsa, 
Okla., as a full time station. 

Censorship, he said, should only 
be exercised by the listener, who is 
free to select any program, or none 
at all, as he pleases. 

“Radio in America,” said Mr. 
Lohr, “is not a channel for propa- 
ganda. The American audience is 
not compelled to lisfen to one pro- 
gram dictated by a government 
agency. The listener has the right 
to select any of the wealth of pro- 
grams offered by the keenly com- 
petitive system of American broad- 
casting, and the thumb and fore- 
finger on the dial besome a c.sor 
that, under our commercial system 
of broadcasting, cannot be _ disre- 
garded. We could not long remain a 
free people if these fundamental 
rights were nullified.” 


New P&G Contest 
Another Camay soap contest has 
been launched by Procter & Gamble 
Company, with cash prizes totaling 
$1,100 and 200 Alexander Smith floor- 
plan rugs to be given away every 
week for six weeks, from Aug. 14 to 


Sept. 24. Special point-of-sale ma 
terial will be furnished dealers and 
the contest will be promoted in Ca- 


may’s “Pepper Young Family” radio 
program, as well as in other national 
advertising. 


Plan “Washing Week” 

Edison Electric Institute, 
York, will cooperate with the Amer- 
ican Washer & Ironer Manufacturers’ 
Association in the promotion of Na- 
tional Washer and Ironer Week, be 
ginning Oct. The slogan, “For 
Family Washington There’s No Place 


9° 
“-. 


Like Home” will be featured in na 
tional advertisnge of manufacturers. 
Manufacturers are placing display 
material at the disposal of utilities 


and dealers 


Price in New Post 
Arthur Price has resigned as gen 
eral manager of Hearns-Newark De 
partment Store to become vice-presi 
dent of Richards Grape Products Cor 
poration, effective Sept. 1 


New | 


Problems Aid 
Students Adapt 
Market Lessons 


New York, Aug. 11-—More than 
80 problems, each involving some 
phase of marketing, are presented 
in “Sales Administration  Princi- 
ples,” written by Bertrand R. Can- 
field, and just published by Pren- 
tice-Hall, Inc. Each of the prob- 
lems is intended to give the student 
an opportunity to apply the prin- 
ciples he has absorbed in the pre- 
ceding chapter. The situations are 
taken from real life, the author as- 
serts. 

The first chapter of the volume is 
devoted to product research, and 
the reader is given this problem: 

“The Home Appliance Mfg. Com- 
pany, St. Louis, established in 1910, 
and capitalized at $900,000, manufac- 
tures a line of electrical appliances 
including electric fans, ventilators, 
small room heaters, and a kitchen 
mixer branded ‘Mix-Aid.’ The line is 
sold by five salesmen to electrical 
wholesalers and large retail outlets 
throughout the country. 

“The leader in the line is the Mix- 
Aid, retailing for $18, with 18 at- 
tachments for freezing ice cream, 
making bread, cakes and pies, ex- 
tracting fruit juices, slicing vege- 
tables, and doing many other things 
in the preparation of fools. 


Product Badly Designed 


“Little attention has been paid to 
the design of the product. It 
weighs 85 pounds and has the ap- 
pearance of a typical mixer for ho- 
tel or restaurant use. Its height 
makes it hard to store in the aver- 
age kitchen, and weight makes han- 
dling difficult. The mixer is of an 
irregular shape surmounted by a 
fractional horsepower motor. 

“The product has been on the 
market for seven years, but annual 
sales have declined from a peak of 
3,500 units to around 1,200. The 
management believes that the prod- 
uct does not conform to present-day 
kitchen styles, which demand color 
and modern streamlining. The ad- 
visability of redesigning for lighter 
weight and improved appearance is 
being considered. The influence of 
a new design in stimulating sales- 
men and distributors, meeting com- 
petition and opening new outlets 
are other reasons for changing the 
appearance of the product. 


Solving the Dilemma 


“Industrial engineers, however, 
warn of the cost of retooling and of 
the equipment necessary to produce 
a new design. It is also contended 
that the product does not depend 
for its success on the decorative, 
fashionable or style element. A 
new model will make obsolete ali 
dealers’ present stocks and the ma 
chines in hands of consumers. The 
cost of designers’ services is an- 
other obstacle. The practicality of 
a design from a production view- 
point, involving possibly new ma- 


terials, labor and finishes, is also 
questioned.” 

After this prelude, the reader js 
given three questions to ponder: 

“1. Should the Home Appliance 
Mfg. Company undertake the im. 
provement in the design of its Mix. 
Aid? Give your reasons for favor- 
ing or opposing this course. 

“2. If the company should rede. 
sign its product, what steps should 
be taken to improve the design? 

“3. What will be the effect of a 
new design for Mix-Aid on the other 
products in the line?” 

The book runs the entire market- 
ing gamut, with chapters devoted to 
market research, distribution re- 
search, sales department organiza- 
tion, recruiting salesmen, and on 
down to sales promotion, sales poli- 
cies and export sales management. 


Aluminum Co. 
Drive Attracts 
Wide Attention 


New York, Aug. 10.—The fifth in 
the series of “Advertising Facts,” is- 
sued this week by the Bureau of Ad- 
vertising, American Newspaper Pub- 
lishers Association, summarizes the 
survey conducted by the Aluminum 
Company of America to determine 
the effectiveness of its $400,000 insti- 
tutional campaign appearing in 132 
newspapers. 

Each newspaper on the list was 
asked to cooperate by interviewing 
100 persons and obtaining answers to 
a questionnaire prepared by the com- 
pany. Although only four advertise- 
ments had been published when the 
survey was made, 64.6 per cent of the 
people interviewed said they had 
seen one or more. Of those who saw 
them, 41.1 per cent reported having 
read them through. And 23.3 per 
cent of the number admitted they 
had changed their opinion of the 
company, as a result. 


Bug Killer Campaign 
in 1,650 Newspapers 


A national newspaper campaign 
embracing 1,650 dailies and weeklies 
will be used by Baldwin Labora- 
tories, Inc., Saegertown, Pa., to pro- 
mote its Dwin insect killer. Adver- 
tising will start Aug. 15 and con- 
tinue to Sept. 15. Yount Company, 
Erie, Pa., is the agency. 


Squibb to BBDO 
E. R. Squibb & Sons, New York, has 
placed its institutional advertising 
with Batten, Barton, Durstine & Os- 
born, Inc., New York. 


Manders Adds Cole 


Manders Company, Inc., producer 
of advertising display material, has 
added Douglas Cole to its New 
York sales staff. 


THE HOTEL MONTHLY 


Member ABC and ABP 
Published ty JOHN WILLY, Inc. CHICAGO 
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NICKEL DEBUT 


ONE OF AMERICA’S FINEST BEERS IN 


Se : ¢ saith | 
Msational 5 Solo sie"" 


Here's real news! Edelbrau, the premium beer, now in individual Solo 


bottles. One full glass in each bortle, just as it comes from the brew 
ery. No more flat beer—and no waste. Edelbrau is 100% malt beer, | 
made from chonest malts and hnest hops, mellowed and double aged. 


At your favorite store~NOW 


| | 
E€delbrau Solo. 


AU BREWERY UNC. BROOKLYN. NY EST tee 


Edelbrau Brewery, Inc., Brooklyn, N. Y., 
has started a campaign to secure dis- 
tribution for a new, seven-ounce steinie 
bottle of beer, retailing at five cents. 
The effort is the first nickel bottled beer 
promotion in the Metropolitan area. 


Sales Crusade 
Details Told 


in Broadcast 


(Picture on Page 31) 


Chicago, Aug. 9—While George W. 
Mason, president, Nash-Kelvinator, 
explained the “Sales Mean Jobs” 
crusade over Station WENR tonight 
with the aid of local celebrities, the 
feature of the 30-minute broadcast 
was the sales opportunity accorded 
Elmer F. Wieboldt, president, Wie- 
boldt’s Department Stores. Others on 
the program included John T. Pirie, 
head of Carson, Pirie, Scott & Co., 
Chicago department store, as chair- 
man of the Citizen’s Committee on 
Public Information; Lawrence H. 
Whiting, vice-president, Chicago As- 
sociation of Commerce, and Mrs. W. 
EK. Fribley, chairman, Chicago Con- 
sumers Advisory Council. 

Mrs. Fribley acted as stooge for 
Mr. Wieboldt by asking: “If I join 
the Sales Mean Jobs crusade and 
buy whatever I can afford right now, 
instead of waiting until I must buy, 
will I be saving money?” 

Mr. Wieboldt replied: “I'll answer 
that by telling you exactly what we 


did under the same circumstances. 
The Wieboldt Stores were low on 


stocks in a number of commodities, 
but we didn’t have to buy immedi- 
ately. On nearly all these items we 
could have bought in small lots or 
we could have gone along for several 
months without having to restock. 
“We wanted to cooperate in the 
Sales Mean Jobs Crusade, but we 
also had to buy our merchandise at 
prices that compared favorably with 
Our competition. After a careful 


GOING UP! 


From a press run of 
1,000 copies in 1933 
To 60,000 “ " 


(Summer Issue) 


1938 


Member of the A.B.C. and N.P.A. 
e 


WOMEN is the first and only photo- 
graphically illustrated consumer mag- 
azine that deals exclusively with the 
letest hair styles and facial beauty. 
READ BY MILLIONS 
FROM COAST TO COAST 


Fall Issue to close August 25th 
For advertising space write 


CAPITAINE PUBLISHING CO. 
5 W. 45TH ST., NEW YORK, N. Y. 


study of market conditions we or- 
dered more than $1,500,000 worth of 
new merchandise. We've practically 
bought the limit on every item we 
stock.” 

In reply to another question, Mr. 
Wieboldt said that many other Chi- 
cago merchants have also stocked 
heavily in “a real scramble for mer- 
chandise in anticipation of a brisk 
market for fall and winter goods.” 

The broadcast was given a local 
angle by a discussion of taxes. Mr. 
Mason gave an effective inspirational 
address. 

“One of the chief principles,” said 
he, “is an appeal to every salesman 
in America to stop groaning about 
business conditions and to get out 
and do a bang-up job of selling. The 
salesman who makes six calls a day 


is asked to increase it to ten. He is 
asked to stop spreading rumors of 
calamity and to start doing an in- 
telligent job of explaining the value 
of his product. 

“We all have something to sell. 
The banker has the resources of his 
institution; the school teacher, her 
training and ability; the factory 
worker, his skill; the farmer, his 
labor and his knowledge of soils and 
seasons; the lawyer, his briefs and 


precedents. Prosperity depends upon | 


how well these and thousands of 
others sell their wares.” 


Remington at Helm 
R. C. Remington has become edi- 
tor and publisher of How to Sell, 
Chicago. He succeeds 
Morris. 
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Gives Linage Data 


National Register Publishing Com- 
pany, New York, has issued, as a 
special supplement of the Standard 
Advertising Register, a list of maga- 
zine, newspaper, radio and farm pa- 
per advertisers of 1937. All compa- 
nies which spent $1,000 or more in 
magazines or farm papers, and all 
radio network advertisers are includ- 
ed, with total expenditure for the year 
listed in each case. Linage data only 
is presented for the newspaper ad- 
vertisers. Statistics are from Pub- 
lishers’ Information Bureau and 
Media Records. 


Croydon Gets Cisco 


Cisco, Inec., New York, muffler and 
scarf manufacturer, has named Croy- 
don Advertising Agency, Inc., New 
York, to handle its advertising. 


Named KDKA Manager 


Sherman D. Gregory, formerly as- 
sistant manager of broadcasting, 
Westinghouse Electric and Mfg. Com- 
pany, Pittsburgh, has been appointed 
manager, Station KDKA, Pittsburgh, 
Blue network outlet of the National 
Broadcasting Company. Mr. Gregory 
succeeds A. E. Nelson, recently made 
sales manager of the NBC Blue net- 
work. 


To Promote Hats 

Campbell-Ewald Company, New 
York, is directing a campaign to pro- 
mote the use of hats, under the spon- 
sorship of Hat Trade Publicity Com- 
mittee, a group of manufacturers. It 
is planned to raise a fund of $100,000 
by means of production assessments. 
Nathan Hutt of Hutt & Wasserman, 
Inc., New York, is the chairman. 
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Nebraska farmers have just harvested a five-million-dollar winter 
wheat crop—second largest in history. Their 1938 corn crop will 
double that of last year. A recent farm survey by Ross Federal 
proves WOW is the farmers’ choice in Nebraska. 


The money is here . . . millions of dollars of it! Advertisers are 
invited to “come and get it”—through WOW! 


* WOW :- 


OMAHA, NEBRASKA 


$90 KC 


5.000 Watts 


On the N.B.C. Red Network 
John Gillin, Jr., Mgr. 


John Blair Co., Representatives 
Owned and Operated by the Woodmen of the World Life Insurance Society 
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STAGE SET FOR 
MARY PICKFORD 
COSMETIC LINE 


America’s Sweetheart Ready 
for Big-Time Drive 


New York, Aug. 11.—Mary Pick- 
ford’s venture into the cosmetic busi- 
ness, which will get under way this 
fall after a year of preparation, will 
be signalized by a national advertis- 
ing campaign in women’s magazines, 
supplemented by outdoor and news- 
paper space in key cities of the east. 
The promotional program, handled by 
Campbell-Ewald Company, has been 
completed only for the three last 
months of this year, and it is ex- 
pected that the whole schedule will 
be stepped up after the first of the 
year. 

Mary Pickford Cosmestics, Inc., is 
a brain-child of “America’s Sweet- 
heart,” who conceived the idea of 
manufacturing beauty products while 
she was still active in motion pic- 
tures. From specifications to suit her 
own needs, the star had cosmetics of 
various kinds made up for her own 


use and these formulas were per- 
fected by experience through the 
years. Miss Pickford carefully re- 


frained from endorsing any beauty 
product and fashioned a perfect back- 
ground from which to launch her 
own business when the occasion might 
arise. 


Cosmetic Executive Aids 


It was about a year ago that she 
took the first steps, in the formation 
of Mary Pickford Cosmetics, Inc., of 
which she is the president and very 
active head. Associated with her is 
H. J. Emptage, who for the past 17 
years has been with the Andrew Jer- 
gens Company and Jergens-Woodbury 
Sales Corporation. He is vice-presi- 


N 
/ 
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Getting Personal 


| 


corporation. 
| New offices are to be opened at 580 
Fifth avenue, where Miss Pickford 
| will establish her headquarters. She 
is planning to devote a substantial 
part of her time to the new business. 
The Pickford line will include, at 
the start, cleansing cream, tissue 
cream, cold cream, skin freshener, 
beauty soap, face powder in six 
shades, rouge in six shades, and lip- 
sticks to harmonize. Other products 
may be added later. 


Distinctive Packaging 


The line will be packaged in a 
color combination of white and 
Wedgewood blue. A cameo profile of 
Miss Pickford will be the trademark. 
Miss Pickford’s well known face will 
also be featured in the introductory 
advertising. 

First insertions will be full pages 
in magazines appearing about Oct. 1. 
The list will include Good Housekeep- 
ing, Harper's Bazaar, Macfadden 
Women’s Group, Pictorial Review, 
Vogue, Woman's Home Companion, 
and You. 

Outdoor posters will be used in Bal- 
timore and Wilmington Del., and a 
newspaper test will be run in Balti- 
more, Philadelphia and Washington 
D. C. First newspaper copy will be 
1,000 lines, to be followed by 672- 
line insertions. Radio may be added 
at a later date. 

Mary Pickford cosmetics will be 
distributed through drug and depart- 
ment stores, 


Agency Men Teach 

Howard J. Meermans, president of 
Meermans, Inec., Cleveland, will teach 
a class in “Principles of Advertising,” 
one of 25 marketing courses to be 
offered by the new School of Business 
Administration, Western Reserve 
University, this fall. Henry P. Boyn- 
ton, president, Henry P. Boynton Ad- 
vertising Agency, will teach copy and 
layout. 


“News Letter” Expands 

The 12-year-old “News Letter’ of 
Henri, Hurst & McDonald, Chicago 
agency, has been expanded with il- 
lustrations and color. The publica- 
tion is designed to help the man on 
the road sell goods. 


ab In 1935 THE AMERICAN MERCURY’S circulation dropped to 


27,292 A.B.C. We were breathing hard. Our friends and enemies 


were busy writing our epitaph. 


circulation went to 41,617 A.B.C.—a 52% increase over 1935. 


In 1937 THE MERCURY’S circula 


In 1936 THE MERCURY’'S 


< 


tion went to 62,623 A.B.C.—a 50% 


“ 


increase over 1936, more than 100% increase over 1935. THE 


MERCURY’S was the only important circulation gain* in the Quality 


field. Voluntary newsstand sales hit 40,000 — greater than that of all 


three Quality magazines put together. ad 


From present indica- 


tions 1938 circulation will show another striking increase. ag Because 


circulation growth has been voluntary and inexpensively obtained, 


advertising rates have not been 


increased. They are still where they 


were in 1935 in spite of more than a doubled circulation. ws THE 


MERCURY today is a real buy for anyone who has a good 


idea, a Quality service, or a Quality product to sell. Write for rates 


today. We have no selling stoff. 


*The Mercury — gained 


Quvolity mogozine A—lost 


21,006 
3,154 


Quolity magozine 8B —lost 3,163 
Quolity magazine C—goined 5,328 


THE AMERICAN MERCURY * 570 Lexington Ave., New York 


oo and general manager of the new | 


The New York and Newark advertising clubs &re slowly recover- 
ing from the strain of being in the national spotlight as the result of 


“Corrigan Day” celebrations. 
shippers jammed the Gotham 
clubhouse the day after’ the 
flier’s return, to hear Lowell 
Thomas, pres., interview’ the 
California daredevil over’ the 
three major networks. Among 
the luminaries at the speakers’ 
table were Grover Whalen, 
World’s Fair prexy; G. Lynn 
Sumner, president of his own 
agency and a club. director; 
Charlie Murphy, attorney, for- 
mer club prexy; Col. Bernarr 
Macfadden, publisher, who _ re- 
vealed that he will celebrate his 
70th birthday by entering the 
Bendix transcontinental speed 
race next month in a plane in 
which Howard Hughes set some 
of his records; Art Tatham, 
of the Chicago Federated Adver- 


tising Club; and Col. G. T. 
Hodges, exec. bd., New York Sun, 
and former club president. Her- 
bert S. Waters, s.m., Kresge 
Dept. Store, presided over the 
Newark fete as ad club presi- 
dent... 

Among luncheon guests of 


William G. Rambeau, pres. Wm. 
G. Rambeau Co., radio rep., in 
New York recently to get the 
low-down on the Rambeau Major 
Market Spot Station plan were 
Robert Donnelly, F. M. Smith, 
and C. A. Wiggins, all associate 
a. m.’s of Gen’l Food Sales Com- 
pany; Dorothy Cocks, a.m., Lehn 
& Fink Prod. Company; Fred 


An overflow crowd of over 300 hero-wor- 


GOOD NEWS SMILE 


William Jourdan Rapp, editor of True 

Story magazine, apparently relishes the 

task of telling his associates all about 

the new front cover folicy to be adopted 

by the magazine. Color photographs of 

typical readers will henceforth occupy 
the coveted space. 


Cartoun, a.m., Longine-Wittnauer 


Watch Company; Ralph Robertson, radio dept., Colgate-Palmolive-Peet 


Company; Charles Silver, Arthur Rosenberg Agency; 


Edward Stewart, 


Benton & Bowles; Walter Neff, Neff-Rogow; Blaine Butcher, Lennen & 
Mitchell; Reggie Schuebel, Biow Company; and Fred Kammer, Street 


& Finney... 


The wife of Orson D. Munn, editor and publisher of the Scientijic 
American, was the victim of a $30,000 jewel robbery. .. Larry Holcomb, 
radio dir., Sherman K. Ellis & Co., is the latest agency man to address 


the NYU radio workshop... 


Prof. Louis Titterton doubles as a mem 


ber of the university faculty and manager of script division of NBC’s 


program dept. . . 


Sharpshooter Roger Fawcett, secretary-treasurer, Fawcett Publica- 


tions, Inc., has earned new trapshooting honors. 


National Amateur Champion, 


Already the U. S. 


the young publisher topped a field of 


35 “Deadeye Dicks” in the Marshall marathon tournament at Yorklyn, 


Del. 


Fawcett plugged 497 out of 500 targets to nose out a former 


Grand American handicap champion by a single target for the blue 


ribbon... 


Miles Collier, associated with his father, Barron G. Collier, in the 
advertising firm of that name, is quite some shakes of a racing car 


driver. 


He won the third Race Around the Houses of the Automobile 
Racing Club of America at Alexandria Bay, N. Y. 
who also works fer papa, was third in the same event... 


His brother Sam, 
The New 


York Sun these days is without the services of Edwin S. Friendly, bus. 


mer., 
boat trip to Mexico... 


vacationing in Bermuda, and Edwin A. Sutphin, natl a.m., on a 


Returning vacationers include Paul W. Kesten, v.p., CBS; Clay 
Morgan, pub. rel. dir., NBC; and John E. McMillin, radio dir., Comp- 


ton Advertising, Inc... 


“LANDS 70-POUNDER 


Irving Welcher 


Marvin Murphy, publicity 
dept., N. W. Ayer & Son, Inc., 
Philadelphia, is lucky fo be 
alive today. On agency business, 
he flew to Honolulu aboard the 
ill-fated Hawaii Clipper, but de- 
barked before the plane came to 
grief. Hubbell Robinson, Jr., 
Young & Rubicam, Inc., radio 
executive, was all set for a Euro- 
pean vacation. His father’s se- 
vere illness and a stomach ail- 
ment of his own caused the trip 
to be scaled down to a Bermuda 
cruise. .. 

Shipmates9 of 
route to N. Y. ineluded Gerald 
Swope, pres., General Electric 
Company; Edwin Craig,  v.p., 
WSM, Nashville; and Charles 
Gaines, prog. dir., World Broad- 
casting System. . Wm. C. Git- 
tinger, s.m., CBS, is vacationing 
on the eastern tip of Long Is- 
land... 


Corrigan en- 


Irving Welcher, v.p., F. A. 
Russo, Ine., photoprinters, is 
looking forward to a free air 
trip to the fishing grounds near 
Miami, as the result of landing a 
70-pound tuna at the recent fish- 
ing party of the Sales Executive 
Club of N. Y. He won the plane 
trip prize, donated by Prescott 
Tollman of Eastern Air Lines... 


Harry Latz, direct mail personalizer, sailed Aug. 10 on the Queen 


Mary to see 


what he 


could do about educating European advertisers, 


He will establish an affiliate in Amsterdam, Holland. .. Frank J. Burd, 
president of the Vancouver Daily Province, was selected as Vancouver's 
“good citizen” for 1938 by the Native Sons of British Columbia. . . 


——n 


ALLIES ABROAD 


W. Buchanan Taylor, chairman, Publicity 
Club of London, greets Pierre Bastide, 
founder of Publicity Club of Paris, at 


the recent Glasgow convention. Chile 
Southward, Chicago, was the photog- 
rapher. 


Blondes to Vie | 
with Brunettes 
for Air Trips 


New York, Aug. 10.—Round trips 
via air to Hollywood will be dangled 
before cosmetic consumers in a “na- 
tional charm contest” sponsored by 
Elmo Sales Corporation, Philadel- 
phia, to be announced Aug. 15 by over 
3,000 retail stores throughout the 
country. The contest will be adver- 
tised cooperatively in newspapers. 

Women will be able to enter the 
contest by purchasing $1 worth of 
Elmo preparations, and sending entry 
blank and photograph to company 
headquarters. First prizes of a week’s 
trip to Hollywood will be awarded to 
the most charming blonde, brunette, 
titian, and gray-haired contestants. 
There are 116 prizes in all, to be di- 
vided among the four classifications. 

Miss Claire Wolfe, the sales promo- 
tion councilor who was chiefly respon- 
sible for the revival of knitting, is in- 
charge of the Elmo contest. Redfield- 
Johnstone, Inc., Philadelphia, is the 
agency. 


To Publish Guide 

Frank Foster, formerly promotion 
manager for Station WINS and In- 
ternational Radio Sales Division of 
Hearst Radio Inc., New York, has or- 
ganized Municipal Guide Books, Inc., 
to publish a guide to New York under 
the title: “Your Key to the City of 
New York.” An edition of 100,000 is 
planned, with a section devoted to the 
World’s Fair. The guide will sell for 
ten cents per copy and advertising 
space will be sold at the rate of $400 
per page. 


Sun Lamp to Scheck 

Scheck Advertising Agency, New- 
ark, N. J., has been appointed by Ha- 
novia Chemical and Mfg. Company, 
Newark, to conduct a. newspaper, 
magazine and point of sale campaign 
for a newly developed sun lamp to be 
known as the Alpine Home Sun 
Lamp. 


Grom BOLOGNA 
éo BATH SALTS— 


All are sold in BEMIS BAGS 


BEMIS BRO. 


5112 SECOND AVE 


BAG CO. 
BROOKLYN, N * 
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| poster copy that will be used in East- | Four Name Garfinkel 
ern and Mid-Western markets. Re-| 


i ; . . 
| tail chains and independent dealers Sidney Garfinkel A dvert sStBs 
Pee? ..| Agency, San Francisco, now in new 
| will also use advertising space to tie 


June 30 at $1,500,000 as compared 
with $1,715,697 for the first half of 
1937. 


Pear Growers 


Earnings of Ready to Move 


Advertisers 


United States Rubber Company 

For the six months ended June 30, 
1938, report shows a net loss of 
$239,213. For the same 1937 period, 
net income was $4,500,609. Net sales 
for the 1938 period totaled $67,829,- 
786, a decline of 35 per cent from 
the 1937 total for the same period 
of $94,775,938. 


Melville Shoe Corporation 

Net income for the six months 
ended June 30, 1938, was $485,648. 
Sales during this period totaled 
$17,466,528. 


Penick & Ford, Ltd. 

Report for the quarter ended June 
30, 1938, shows a net profit of $185.,- 
686. This compares with a net loss 
of $54,340 in the like quarter of 1937. 


Packard Motor Car Company 

Report shows a net loss of $855,- 
935 for the June quarter as com- 
pared with a net profit of $1,208,355 
for the like period in 1937. 


Tide Water Associated 
Oil Company 

Net income for the June quarter 
totaled $2,742,441 as compared with 
$4,368,398 for the like period in 1937. 
For the six months ended June 30, 
net income was $5,992,705 as com- 
pared with $9,696,701 during the 
same period in 1937. 


Yellow Truck & Coach 
Mig. Company 

Consolidated net profit for the six 
months ended June 30, 1938, was 
$321,245 as compared with $1,576,649 
for the like period in 1937. 
Crane Company 

Report shows a consolidated net 
profit of $3,880,944 for the 12 months 
ended June 30, 1938, as compared 
with a net income of $9,944,354 for 
the preceding 12 months. 


Household Finance Company 


Net profit for the three months 
ended June 30, 1938, was $1,353,375, 
as compared with $1,495,148 net 
profit for the like 1937 quarter. For 
the 12 months ended June 30, net 
profit was $6,326,746, as compared 
with $5,730,518 for the 12 months 
ended June 30, 1937. 

Link Belt Company 
Net profit for the three months 


ended June 30, 1938, was $148,262 as 
compared with $1,000,999 for the like 
1937 quarter. 


American Home Products 
Corporation 

For the six months ended June 
30, 1938, net profit was $1,355,097. 
This compares with a net profit of 
$1,552,661 for the first half of 1937. 


Colgate-Palmolive-Peet 
Corporation 

Preliminary report estimates net 
earnings for the six months ended 


in COVERAGE 
in the states that are 


Ist in 


Farm Income 


TWICE the paid 
circulation of any other 


THE MIDWEST 
FARM PAPERS 


Schenley Distillers Corporation 

For the three months ended June 
30, 1938, net income totaled $849,532 
as compared with a net income of 
$1,595,399 for the like period in 
1937. 


Radio Corporation of America 
Gross income for the quarter end- 

ed June 30, 1938 (including subsidi- 

aries) totaled $22,452,294. This com- 


pares with a _ gross income of 
$27,864,589 for the like 1937 quarter. 
Net profit for the quarter was 


$1,086,955 as compared with $2,404.- 
$28 in 1937. 


Bartlett Crop 


(Picture on Page 31) 


in with the national effort. 

Special efforts are being made to 
educate dealers in the proper meth- 
ods of storing, ripening and display- 


San Francisco, Aug. 11.—The $8,-| ing ripe Bartletts. A manual on the 


| 000,000 California Bartlett pear crop 


will be marketed during the coming 
months with aid of the largest 
operative advertising campaign on 
record. The drive will get under way 
Aug. 22 and continue until late Octo- 
ber. 

An elaborate array of point of sale 
display material is now being sup- 
plied to 275,000 retailers throughout 


co- | 


| proper care of fresh pears has been 


prepared for retailers. Each box 
shipped this season will have one 
pear on the top row wrapped in a 
special colored wrapper, carrying in- 
structions to the clerk on the best 
methods of handling and displaying 
the delicate fruit. The campaign is 
being directed by the California 
Fresh Bartlett Advisory Board, with 


the country to supplement the news-| J. Walter Thompson, San Francisco, 
paper, outdoor and car and station!as the agency. 


quarters in the Central Tower bldg., 
has been appointed to handle the fol- 
lowing accounts: Spindler and 
Sauppe, Inc., manufacturer of the 
Spectroslide automatic projecting ma- 
chine; Joseph Malouf Company, 
maker of Wearpruf slips; Tonkin 
Distributing Company and its sub 
sidiary, the Columbia Distributing 
Company. A national drive is con- 
templated for Spectroslide. 


Form Kenyon, Baker Co. 


Henry S. Kenyon, Louis W. Beisch, 
F. J. Stephans and R. W. Hewitt 
have formed Kenyon, Baker Com- 
pany, advertising agency, at 69 Clin- 
ton street, Newark. 


For the seventh successive month of 1938, NBC net- 


work business increased over 1937 to all-time highs. 


In July the NBC Red Network advertising volume ran 


74% ahead of its closest competitor. But even more 


interesting and important to you... 


inter and Summer, advertisers 


affirm their recognition of NBC as the 


world’s greatest broadcasting system. NBC 


carries eight of the ten highest rated shows. 


Sponsors know that the audience main- 


tained by NBC throughout the Summer 


guarantees a flying start for Fall programs. 


Winter AND Summer they say it 
with Orders... NBC is the World’s 
Greatest Broadcasting System 


A SERVICE OF THE RADIO CORPORATION 


OF AMERICA 
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Change in Line-up 

Effective with the issue of Sept. 11, 
the Portland Oregonian will join the 
group of non-Hearst newspapers 
which began distribution of The 
American Weekly on Jan. 1, replac- 
ing the Beacon, Wichita, Kan., which 
will drop out of the group after Sept. 
4. A circulation increase for The 
American Weekly is involved but 
there will be no change in national 
advertising rates. 


Restore Adds Two 


A. Holtzman, formerly with Vox 
Company of Advertising, Inc., New 
York, and Wiley Padan, have joined 
Sastern States Advertising Ageacy, 
New York, formerly Edward B. Gott- 
helf & Associates. Mr. Padan has 
been appointed art director and Mr. 
Holtzman has Joined the copy staff. 


Hart to C hicago 


J. Pembroke Hart has been ap- 
pointed western advertising manager 
for People’s Press, Inc., New York, 
representative for labor newspapers. 
Mr. Hart’s headquarters will be in 
Chicago, where he has been employed 
in newspaper work for the past ten 
years. 


FOCUS 


Tribute to history, No. 1...We thought 
we'd show you here a picture of our first 
studios,’ way back in 1925, but we couldn't 
find one. Maybe it's just as well. 


Tribute to history, No. 2...This is acom- 
posite photograph of all our other studios 
since that time. All pictures were taken at 
night without lighting effects. Maybe that's 
just as well, too. 


Tribute to history, No. 3... Our new 
studios in the Palace Hotel are pretty 
swell, but they weren't finished in time 
to get pictures in this advertisement, so 
we posed pretty Patty Norman, late of Ed- 
dy Duchin's band, and now with KSFO's 
Jack Meakin, as his wife, on our new mas- 
ter control console. It's avery slick master 
control console ...or have you noticed? 
See next month's KSFOcus for what goes 


with it. 


SAN FRANCISCO 
KSFO.- Russ Building, San Francisco 


560 KC...5¢ W day... 
PHILIP G. LASKY 
Nationa! Representative 
FREE & PETERS, Incorporated 
COLUMBIA BROADCASTING SYSTEM 


1OOOW night 


General Manager 
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AUGUST ADVERTISING LINAGE IN NATIONAL MAGAZINES 


p—1938——~, -———-1937-———, 


1938———,", -———-1937—__, 
ages Lines Pages Lines Pages Lines Pages ne : 
STANDARD Woman's Home Companion. 33.2 22,600 39.2 
American Mercury ..... 13.5 2,651 1 2,189| Woman’s World ..........- 6.9 4,726 9.4 7a 408 
Atlantic Monthly ........... 14.2 3,402 19.2 4,572 ee | =a 
DO a id chasse cane G 5.8 2,529 5.9 2,552 Total Group ..........-. 323,845 356,260 
Harpers Magazine ......... 31.1 7,402 31.9 7,600 WOMEN’S GROUPS 
— Seine ———| Fawcett Women’s Group— 
TOtal GFOUP 6.06 ssssess --» 15,984 16,913 I hi ia aad kiko Kae 14.4 6,069 25.3 10,633 
penn Motion Picture .......... 14.4 6,069 26.7 11,243) 
GENERAL og a 17.1 7,208 27.1 11,420 | 
*American Forests ......... 6.0 2,520 8.3 3,500 Romantic Magazine ...... 14.4 6,088 22.5 9,463 
Dn. Titind ae ¥en esc aS @ e 34.9 15,009 36.2 15,563 eS ee aa be deb 14.2 5,999 25.3 10,654 
REAETIORR. THOR cen weennéusr 4.4 3,045 5.4 3,688 True Confessions ........ 15.0 6,300 22.9 9,656 
American Home (National). 14.9 9,469 26.3 16,624| Macfadden Women’s Group— 
American Home (Spec. Ed.). 1.5 948 2.4 1,540 Love & Romance......... 19.1 8,207 27.2 11,673 
American Legion ........... 7.4 3,211 12.2 5,247 Ee De 21.7 9,335 33.2 14,274 
Arts & Decoration.......... 5.6 3,808 7.7 5,180 re 18.8 8,081 26.6 11,436 
ST Ce Tey Te ee ee ee Tee 4.6 2,014 5.0 2,196 True Experiences ........ 19.3 8,313 27.2 11,694 
Better Homes & Gardens... 18.3 8,240 33.0 14,884 True Romances .......... 20.1 8,633 28.1 12,076 
. 4. & BSA er 9.3 6,381 10.5 7,192 | Modern Magazines— 
Rn ee cSseddenab eases : ee 763 4.7 2,045 Modern Romance .........- 22.9 9,833 29.5 12,681 
Christian Herald ......... . 9.3 4,023 14.1 6,082 Modern Screen ..........-; 23.9 10,264 32.3 13,867 
College BMUMOPr ...5..2cccees 4.5 1,971 4.5 1,943 SE EE dwt kwtes badder 22.3 9,570 28.7 12,351 
| eee errr reer 40.4 17,351 49.9 21,447 | Screenland Unit— 
Country Life and The rr ee eee 16.4 7,068 23.6 10,132 
ES rere 19.0 12,810 24.3 916,373 i eS eee er 16.4 7,068 23.6 10.146 
ta vaaveawageceeeneeteae 4.4 1,922 pF | 3,336 —_—- - > 
Esquire (National)... . 27.0 18,146 41.4 27,853 Oes GHPOUD ccccccvsses 124,105 183,399 
age Bd.) ae : 4.5 3,024 6.7 4,536 OUTDOOR 
TOO AGREES ...., 7.2 5,037 = 8.5 5,903! American Rifleman ......... 26.1 11,288 21.3 9,163 
Fortune PeRSh ease Veeneseuee 45.6 28,835 87.1 55,063 Field & Stream............. 21.3 9,141 24.2 10,385 
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i ¢¢6¢08¢6085949643-04 15.0 10,080 32.3 21,756 Weeklies & Semi-Monthlies 
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PE ko Se08 bb b-eb wb odes 11.4 7,760 12.4 8,438] *United States News....... 13.8 28,803 21.5 44,967 
Ladies’ Home Journal...... 27.2 18,524 33.0 22.452 a a 
Mademoiselle ............ 38.4 16,497 18.1 7,798 co eer 517,346 726,061 
ys PPT errr ree . 30.8 21,002 35.5 24,172 | —— 
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Business Paper | 


Linage in July 
Low for Year 


Chicago, Aug. 8.—Display advertis- 
ing in business papers hit a low for 
the year in July issues, according to 
reports published in the August /n- 
dustrial Marketing. Advertising vol- 
ume in 69 papers in the industrial 
classification was 23.19 per cent be- 
low that carried in July issues a year 


ago. For the first seven months of 
the year*the decrease was 11.62 per 
cent as compared with the 1937 
period. 


Business in 21 papers in the trade 
group was off 26.37 per cent for the 
month against July, 1937, issues, 
while the volume for the comparable 
seven-month period was down 15.72 
per cent. 

Ten publications in the class group 
reported business for July issues 
down 19.72 per cent from those of a 
year ago. The loss in display pages 
for the first seven months compared 
with the period a year ago reached 
14.89 per cent. 


“American Weekly” 
Switches Staff Men 


Paul R. Fish, manager of the St. 
Louis office of The American Weekly 
for the past two years, has been 
shifted to the New York sales divi- 
sion. R. L. Windmuller is now man- | 
ager in the territory. | 

Arthur Bagge, member of the Chi- 
cago sales staff for the past year and 
a half, will be associated with Mr. 
Windmuller in the St. Louis office. 


Guldahl Names Salzman | 


Ralph Guldahl, national open golf 
champion, has appointed H. A. Salz- 
man, Inc., New York, as personal rep- 
resentative to handle all contacts| 
with advertisers, radio and motion} 
picture organizations. | 


O’Connell Gets Six 


R. T. O'Connell Company, New 
York, has been named to direct ad- 
vertising for Warren McArthur Cor- 


poration, aluminum furniture, New 
York; Aerolux Light Corporation, 


New York; Master Bob Pin Company, 
Brooklyn; Winifred Fayant Cosmet- 
ics, Inc., Philadelphia; Textile Dye- 
a and Printing Company, Fair- 
lawn, N. J. ad Richmond Piece Dye 
Works Inc., Richmond. 


Acoligraf Names Agency 


Acoligraf Corporation, York, 


New 


poster machines, has appointed Kim- 


ball, 
York. 


Hubbard & Powel, Inc., New 


Timely Copy Service 


Keller-Heumann-Thompson Com- 
pany, Rochester, N. Y., maker of 
Timely clothes, has released its new 
fall newspaper service book, contain- 
ing complete advertisements, adver- 
tising illustrations, and trademarks, 
mats or stereos of which are fur- 
nished free to retailers handling its 
line. 


Coward to Krivit 


Samuel G. Krivit Company, Inc., 
New York, has been appointed agency 
for Coward Shoe Company, Inc., New 
York and Boston retail chain. A 
newspaper campaign is scheduled for 


23.1% Drop in 


early fall. 


— — 


August Linage 
for Magazines 


New York, Aug. 11.—August adver. 
tising linage in national magazines 
totaled 894,404, a decline of 23.1 per 
cent from the 1,163,592 reported for 
this month in 1937, Publishers’ Ip. 
formation Bureau reported today, 
This compares with a drop of 223 
per cent recorded for July. 

July linage in the weeklies and 
semi-monthlies, also reported today, 
was 517,346, a loss of 28.7 per cent 
from the 726,061 shown at this time 
last year. 

The standard group made the best 
percentage showing among those re. 
porting August linage, the current 
total being 15,984, a decline of 5.5 per 
cent from last year’s total of 16,913, 

General magazines carried 366,194 
lines, a drop of 31.3 per cent from 
the August, 1937, figure of 533,685, 
Women’s magazines reported 323,845 
lines, a decline of 9.1 per cent from 
the comparative 1937 total of 356,260 

Women’s group magazines carried 
124,105 lines, a loss of 32.3 per cent 
from the August, 1937, total of 183, 
399. The outdoor group reported 
53,056 lines, a drop of 8.7 per cent 
from the 58,120 reported at this time 
last year. The mail order group 
scheduled 11,220 lines, a decline of 
26.2 per cent from its August, 1937, 
total of 15,215. 

Linage and page totals for the 
individual magazines are shown in 
the accompanying table. 


New Sign Developed 


A new type of wireless tube light- 
ing which does not require formation 
of letters and words in a continuous 
line, has been introduced for adver- 
tising displays by Lustron Lights, 
Inc., New York. Letters in signs 
using the tubing are interchangeable 
and can be arranged and lighted sep- 
arately. 


Ter-O-Sul to Pinsker 


National Hy gienic Corporation, 
Brooklyn, maker of Ter-O-Sul, drug 
product, has appointed Casper Pins- 
ker Advertising Agency, New York, 
to handle its account. 


S. R. Leon Appointed 


Feinberg-Henry Manufacturing 
Company, Inc., New York, leather 
novelties manufacturer, has = ap 
pointed S. R. Leon Inc., New York, as 
advertising agency. 


DISPLAYS 


Designers & Builders 
CONVENTION - EXHIBITS 


window, waveee . weed DISPLAYS 


ADVERTISER'S DISPLAY STUDIOS 
825 So. Wabash Ave. - Chicago, Ill. - Webster 4236 
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Foes of State 
Registration 


in Field Day 


(Continued from Page 1) 


would necessarily come out of adver- 
tising appropriations, crippling pro- 
motion efforts. 


Cost to Colgate 


A. E. Johnston, representing Col- 
gate-Palmolive-Peet Company, said 
that since his company owns 300 
trade marks, the cost of registration 
in each of 48 states, on a $10 basis, 
would aggregate $144,000. Other 
speakers took the view that the con- 
sumer would necessarily have to pay 
the bill ultimately, buying power 
being further curtailed. 

Other arguments adduced were that 
such a law might cause complications 
with foreign countries under present 
treaties and provoke retaliatory leg- 
islation; it might cause evasion by 
owners of trade marks, thus leading 
to piracy; it would handicap both old 
and new companies, small and large, 
while discouraging launching of new 
enterprises and tending toward 
monopoly; it would be unconstitu- 
tional. 

The protagonists were represented 
by Paul Struven, Trade-Mark Sales 
Company, of New York, who said he 
spoke for 25,000 individual owners of 
trade marks. He said he favors the 
proposed law because it will estab- 
lish a permanent deed of trade mark 
title to owners. The opposition re- 
plied that ample legal protection is 
available under present laws. 


How lowa Does It 


Miss Byrne heard testimony and 
directed its course in company with 
other members of her committee, in- 
cluding Robert E. O’Brian, Iowa sec- 
retary of state; Edward J. Hughes, 
Illinois; Robert A. Gray, Florida, and 
Isaac W. Keim, Pennsylvania deputy. 
Mr. O’Brian said that the Iowa law 
requires registration in each of the 
99 counties. 

John B. Wilson, Georgia secretary 
of state, not only filed a brief decry- 
ing the proposed legislation, but de- 
livered a short address recalling that 
the idea had been definitely rejected 
by the national association’s annual 
convention in Louisville in June. 

The array of talent which appeared 
either with briefs or talks included 
Fritz Van Bresson, representing the 
Merchants Association of New York 
City and the Queens Chamber of 
Commerce; James Bennett, National 
Printers’ Equipment Association; 
David Rasch, Sterling Products; A. 
E. Federline, Association of American 
Soap and Glycerine Manufacturers; 
Mary Daly, Associated Industries of 
Buffalo; Robert Wilson, Associated 
irocery Manufacturers; Carl E. 
Whitney, Paper & Pulp Manufactur- 
ers of the United States; L. D. Tag- 
gert, New York Proprietary Associa- 
tion, and many others. 


Jaeger Elected 


Vincent Jaeger, publisher of the 
Gallup Independent, has been elected 
president of the New Mexico Press 
\ssociation, succeeding Richard 
Hindley, publisher of the Clovis 
Vews-Journal, 


Not Official Organ 


Revele, issued by Paul-Dawson 
Publications, San Diego, is not to be 
considered the official publication of 
the Regular Veterans Association as 
Previously reported. It will be issued 
a8 a general service magazine. 


— 


sTuDY 
FRANK H. YOUNG'S 
ADVERTISING LAYOUT COURSE 


AT HOME 
Advertising needs and amply 
fewards trained, able layout 


men. Now—for the first time 
—wherever you are, you can 
Mudy under supervision of 
~ Young, internationally 
®eegnized authority. A 
Practical course based on 
Methods successful at the 
ner an Academy of Art. 
Pr ‘ed =by advertising executives, art directors. 
Print ee nners and professionals in advertising, art, 
as mM, ete Learn and apply layout principles— 
‘ive exnert criticism by mail. Moderate cost. 
e for free detads. 


AMERICAN ACADEMY OF ART 


> Frank H. Young, Director 
eet. C-88, 25 E. Jackson Bivd., Chicago, III. 
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PACKAGE APPEAL FOR SUPER-MARKETS 
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Blue Ribbon Pretzel Company, Brooklyn, N. Y., will shortly introduce this new 


10-cent package in super-markets. 


Robert Gair Company designed the unit. 


CHRYSLER HOLDS 
BOWES PROGRAM 


New York, Aug. 11.—Major Bowes 
and his “Amateur Hour” has been 
renewed for another 52 weeks on 78 
CBS stations by Chrysler Corpora- 
tion, Detroit. The program will con- 
tinued to be heard on Thursday, 
from 9 to 10 p. m. Ruthrauff & 
Ryan, Inc., New York, is the agency. 


“Good News” Back 


General Foods Corporation, New 
York, for Maxwell House coffee, will 
return the “Good News” program on 
Sept. 1. Time will be 9 to 10 p. m. 
over the NBC Red network. Benton 
& Bowles, New York, is the agency. 


Fitch Alters Program 


F. W. Fitch Company, Davenport, 
Iowa, will replace its “Interesting 
Neighbors” interviews with a new 
series to be known as Fitch Band 
Wagon, featuring famous American 
dance bands, beginning Sept. 4. The 
program will be heard from 7:30 to 
8 p. m. EDST, over 41 stations of the 
NBC Red network. L. W. Ramsey 
Company, Davenport, is the agency. 


Wheeling Steel Returns 


Wheeling Steel Corporation, 
Wheeling, through Citchfield & Co., 
Chicago, will return “Musical Steel- 
makers” to the MBS network on 
Sept. 11, from 5 to 5:30 p. m. 


Phillips Co. Renews 


Charles H. Phillips Chemical Com- 
pany, New York, has renewed “Lor- 
enzo Jones” for another year over 
23 NBC Red network stations begin- 
ning Sept. 26. The program will be 
‘heard Monday through Friday from 
11:15 to 11:30 a. m. EDST. Blackett- 
Sample-Hummert, Inc., New York, is 
the agency. 


Sanka Returns to CBS 
General Foods Corporation, New 
York, through Young & Rubicam, 
Inc., returns to the CBS network on 
Sept. 27 with “We, the People” for 
Sanka coffee. 


Quinlax Court Continues 

Vadsco Sales Corporation, Long 
Island City, for Quinlax, cold tablets, 
will return to the MBS network on 
Oct. 9 with “Court of Human Rela- 
tions.” The contract calls for 26 pro- 
grams to be heard weekly at 4:30 
to 5 p. m. 


Gulf Oil Carries On 

Gulf Oil Corporation, Pittsburgh, 
has renewed John Nesbitt’s “Passing 
Parade” for the fall and winter. The 
program is heard Sunday at 7:30 to 
8 p. m. over a CBS network of 61 
station. This account is handled 
by Young & Rubicam, Inc., New 
York. 


Four Shows for Lever Brothers 


Lever Brothers 
bridge, Mass., has signed for two 
daytime shows, effective Sept. 19, 
and for two evening programs, effec- 
tive Sept. 20, over a coast-to-coast 
CBS network including 25 Canadian 
stations. The two daytime shows, 


Company, Cam- 


“Big Sister” and “Aunt Jenny’s Real 
Life Stories,” will be heard five 
times a week, Monday to Friday, at 
11:30 and 11:45 respectively for 
Rinso and Spry. 


Coming 
Conventions 


Aug. 14-17. Annual convention, 
International Association of Printing 
House Craftsmen, Boston. 


Aug. 16-19. Annual convention, 
National Sign Association, Stevens 
Hotel, Chicago. 

Sept 12-13. Annual convention, In- 
surance Advertising Conference, 
Oyster Harbors Club, Osterville, Mass. 

Sept. 12-16. Semi-annual conven- 
tion, Premium Advertising Associa- 
tion, Hotel Astor, New York. 

Sept. 16-18. Annual convention, 
Continental Agency Network, Chi- 
cago. 

Sept. 18-21. Annual convention, 
Mail Advertising Service Association, 
Hotel Statler, Detroit. 

Sept. 19-20. Southern Newspaper 
Mechanical Conference, Biltmore Ho- 
tel, Atlanta. 

Sept. 19-23. Seventh International 
Management Congress, Washington, 
D. C. 

Sept. 21-23. Annual conference, 
National Industrial Advertisers As- 
sociation, Hotel Statler, Cleveland. 

Sept. 26-27. Boston Conference on 
Distribution, Hotel Statler. 


Sept. 28-30. Annual convention, 
Direct Mail Advertising Association, 
Stevens Hotel, Chicago. 

Sept. 28-Oct. 1. Annual conven 
tion, Association of National Adver- 
tisers, The Homestead, Hot Springs, 
Va. 

Oct. 4-5. Annual meeting, National 
Publishers Association, Skytop Lodge, 
Skytop, Pa. 

Oct. 8-9. Annual convention, Na- 
tional Advertising Agency Network, 
Washington, D. C. 

Oct. 10-14. Annual convention, Na- 
tional Association of Retail Drug- 
gists, Hotel Sherman, Chicago. 

Oct. 18-19. Fall convention, Inland 
Daily Press Association, Hotel Sher- 
man, Chicago. 

Oct. 20-21. Annual meeting, Audit 
Bureau of Circulations, Chicago. 

Oct. 21-Nov. 3. Annual conven- 
tion, Financial Advertisers Associa- 
tion, Fort Worth, Tex. 

Dec. 27-30. Annual convention, 
American Marketing Association, De- 
troit. 


Nicholson, Smiley 
Get “Tampa Times” 


Under the terms of an option taken 
in 1933, David E. Smiley and Ralph 
Nicholson have purchased the Tampa 
Times and Radio Station WDABR. 

The two have operated the news- 
paper and station under lease for five 
years. 


Inner CALIFORNIA... third mar- 
ket in the West... ranks 9th na- 
tionally in automobile sales, 11th 
in filling station sales! One more 
reason why this rich trading area 
should be on your “A” Schedule! 


The “Bee-Line” to Inner California 


The only way to adequate daily 
newspaper coverage of Inner 
California is the “Bee-Line”! The 
Sacramento Bee, Modesto Bee 
and Fresno Bee* are key news- 
papers in the key distributing cen- 
ters. They reach nearly 60% of 
the families in this great and lu- 
crative market. 


No combination of daily news- 
papers distributed from other 
metropolitan centers will give 
as much as 20% coverage. The 
“Bee-Line” is the straight line to 
Northern California! 


Merchandising Service 


The “BEE” Newspapers maintain 
a top rank merchandising service 


*Plus a Stockton Newspaper. 


WN 


comparable to the best in the na- 
tion. For complete details write 
the Sacramento Bee. 


Only Complete Radio Coverage! 
80% of the radio families of Inner 
California ... which can not be cov- 
ered adequately by San Francisco or 
Los Angeles stations . . . listen regu- 
larly to these MCCLATCHY STATIONS: 
KFBK Sacramento + KWG Stockton 
KMJ Fresno + KERN Bakersfield 

KOH Reno, Nevada 
McClatchy Broadcasting Co. Stations 
represented nationally by the 


Paul H. Raymer Company 
New York - Chicago - Detroit + San Francisco 


How United States Trading Areas 
Rank in Population and Retail Sales 
Rankin Rankin 
Marka Sales Population 
New York . . . 1 ~~ Se 
Chicago. . , 2 
Philadelphia 4 3 
Los Angeles 4 4 
Boston 5 7 
Detroit — 6 6 
San Francisco : 7 9 
Pittsburgh t 7 
St. Louis . 9 “ 
Twin Cities . 10 11 
Cleveland - 11 10 
Washington, D.C. 12 22 
Milwaukee .. 13 12 
Baltimore 14 15 
Cincinnati 15 13 
Buffalo. 16 14 
INNER CALIFORNIA 17 18 
Providence . 18 16 
Kansas City . 19 17 
Portland Ore.) 20 28 


PUBLISHING 
Notiono!l Representatives 
O'MARA & ORMSBEE INC 


NEW YORK «- CHICAGO « BOSTON + DETROIT 
ATLANTA «+ SAN FRANCISCO « LOS ANGELES 


JAMES McCLATCHY 


CO. 
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SOUND ON AIR 
CONSIDERED IN 
COCA-COLA SUIT 


Chance for Confusion Is 
Basic Consideration 


Ottawa, Aug. 10—Radio has a 
special interest in the victory of the 
Coca-Cola Company of Canada, Ltd., 
over the Pepsi-Cola Company of 
Canada, Ltd., in which the Ex- 
chequer Court of Canada quoted de- 
cisions of English courts taking cog- 
nizance of the increased chance for 
confusion when orders for a branded 
product were given “over the air’— 
meaning by telephone, since radio 
had not yet come into being. The 
English tribunals made a definite 
distinction between the written and 
oral word. 

The court not only enjoined Pepsi- 
Cola from further sales in Canada, 


@ We are all apt to followa 
certain routine of doing things, 
often overlooking BETTER methods 
of accomplishing the same task. 
For instance, a Typographer 
can set a series of advertise- 
ments, an Engraver can make 
the plates, and a Printer can 
print the portfolio, containing 
“these same advertisements. It is, 
therefore, logical to assume that 
ONE reliable institution can pro- 
duce the COMPLETE job— under 
ONE roof—at a definite saving of 
TIME, TROUBLE and MONEY. This 
is the type of COMPLETE SERVICE 
we are giving advertising agen- 
cies and advertisers. It is a lot 
better than youimagine. Frankly, 
you will never know unless 


you try. Phone, Wabash 7820. 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings — through every step of production 


@ The production 
on this reduced 
advertisement for 
The Hump Hairpin 
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Co. was handled 
by Faithorn Corp. 
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but all 
Speed, economy and satisfaction assured. 
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tising material to Coca-Cola. 
of appeal defers execution 
mandate, however. 

The Exchequer Court also quoted 
liberally from decisions of the Su- 
preme Court of the United States, 
which in the main, are in harmony 
with those of English courts. 

The court referred to the English 
case involving the question of 
whether “Kleenup” infringed 
“Kleen-off,” L. J. Romer, a barrister, 
being quoted as follows: 

“If a man who was ordering the 
goods himself wanted to give a re- 
peat order for Kleen-off, he might 
very well make a mistake, especi- 
ally if he saw Kleenup in the shop 
where he was giving the order and 
order that stuff, believing it to be 
the plaintiff's Kleen-off. 

“But apart from the man who 
himself has given the order, and 
may have and probably has an im- 
perfect memory, the fact has also 
to be borne in mind that goods are 
frequently ordered on the telephone, 
and are frequently ordered on be- 
half of the purchaser by a domestic 
servant. In both those cases, 


Notice 
of the 


even 
names had been cor- 
rectly given and were intended to 
be correctly given on the telephone 
the receiver at the other end of the | 
telephone might very well mistake 
Kleen-off for Kleenup. The domestic 
servant might very likely too, make 
a mistake, and instead of ordering 
Kleen-off order Kleenup.” 


Opinion of Court 
The Canadian court added for it- 


self: 
“It may be said that the marks 
present in that case more clearly 


registered as a trade-mark in the 
same field. 

Canada’s Unfair Competition Act 
also provided a basis for the deci- 
sion in favor of the Coca-Cola 
Company of Canada. This act pro- 
vides, among other things, that the 
company which first uses a _ trade- 
mark in Canada, shall be entitled to 
exclusive use of that mark, when 
properly registered. 

“No person shall, in the course of 
his business, direct public atten- 
tion to his wares in such a way 
that, at the time, he commenced 
so to direct attention to them, it 
might be reasonably apprehended 
that his course of conduct was like- 
ly to create confusion in Canada be- 
tween his wares and those of a com- 
petitor.” 

The court held that since “there 
obviously is some _ similarity be- 
tween Coca-Cola and _ Pepsi-Cola,” 
the former was not bound to show 
specific instances of confusion. 


Ancient Case Recalled 


Turning to precedents in the 
United States, the court considered 
the historic case of Coca-Cola Com- 
pany vs. The Koke Company of 
America. 

“The defendant’s trademark was 
‘Koke,’” said the court, “and action 
was brought by Coca-Cola to restrain 
infringement of its mark by the use 
of the word-mark, ‘Koke,’ with the 


result that the action was sustained 
by the court of first instance and the 


lected for the purpose 
benefit of the reputation and 


suggest the probability of confusion 
than those in the case before me for 
decision, but it seems to me that 
| persons might very easily and/| 
j}readily be confused or mistaken in 
| receiving an order for the beverage | 
|; of either the plaintiff or defendant, 
|if hurriedly or carelessly given or 
pronounced, particularly over the 
| haan: and confusion might 
}easily occur if the emphasis hap- 
|} pened to be placed on the last part 
j}of the hyphenated word mark, and 
in this particular case, I think there 
would be a tendency so to do. 
“And further, there would, I 
i think, be a probability of confusion 
|resulting from the probable tend- 
ency on the part of many persons 
to abbreviate one or the other of 
the marks, or both marks, into 
‘Cola, which would render it easily 
possible for a person to be given 
! really had not in 


a everage he 

! * 

} mind 
Possibility ol 


confusion when o1 


ders were given on the telephone 
wus also recalled in another case, 
involving a registration for “Uco 


tising of the plaintiff, 
| would permit the defendants to bet- 
ter dispose of their product 
| for Coca-Cola. This decision was re- 
| versed by a Circuit Court of Appeals, 
| but on appeal to the Supreme Court 
of the United States the decision of 
pa first .court was restored. The 
| judgment of the Supreme Court was 
delivered by the late Mr. Justice 
| Holmes, who said in part: 
“*Whatever may have been its origi- 
| nal weakness, the Coca-Cola mark for 
lyears has acquired a secondary sig 
| nificance and has indicated the plain- 
tiff’'s product alone. It is found that 
the defendant’s mixture is made and 
sold in imitation of the plaintiff's 
and that the word Koke was chosen 
for the purpose of reaping the bene- 
fit of the advertising done by the 
| plaintiff and of selling the imitation 
as and for the plaintiff's goods. 
“*The only obstacle found by the 
Circuit Court of Appeals in the way 
of continuing the injunction was its 
opinion that the trademark in itself 
and the advertisements accompany 


ni 


of reaping the | 
adver- | 
and because it} 


} 


defendant was restrained trom fur- 
ther use of its mark 
“It was held that ‘Koke’ was se-| 
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but ordered it to turn over all adver-| lite’ when “Coalite’ was already| ing it made such fraudulent repre-| joined Grace & Bement, Inc., Detroit, 


sentations to the public that the 
plaintiff had lost its claim to any 
help from the courts. 

“‘It would hardly be too much to 
say that the drink characterizes the 
name as much as the name the drink. 
In other words, Coca-Cola probably 
means to most persons the plaintiff's 
familiar product to be had every- 
where rather than a compound of 
particular substances. 

“It would be going too far to 
deny the plaintiff relief against a 
palpable fraud because possibly here 
and there an ignorant person might 
call for the drink with the hope for 
incipient cocaine intoxication. The 
plaintiff's positon must be judged by 
the facts as they were when the sut 
was begun, not by the facts of a dif- 
ferent condition and earlier time.’” 


Draper Joins L&M 


T. P. Draper, for the past year in 
the sales promotion 


as vice-president. Major Fleming has 
spent recent years in administering 
personal corporate interests. He will 
serve the agency’s clients as a con- 
sultant on industrial and public rela- 
tions problems. 


Gay Leaves “Household” 


Rex Gay, who has been a member 
of the Chicago advertising staff of 
Household magazine, has resigned 
He was formerly on the advertising 
staff of Woman’s World. 


Names Woodward 


William G. Woodward, recently 
with Hearst International Advertis- 
ing Service, New York, has been 
named advertising director of 
Teacher's Shopping Guide, New York. 


Lewin Resigns Account 


A. W. Lewin Company, Inc., New- 
department of|ark, has resigned as agency for Zor- 


Kelly, Nason & Winsten, Inc., New| bit, Inc., Montclair, N. J., manufac- 
York, has joined Lennen & Mitchell,| turer of Zorbit, for treatment of rheu- 
matism. 


Inc., of the same city. 
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Cola Advertisers Lock 
Horns in Court Battle 


(Continued from Page 1) 


adverse decision would certainly be 
appealed to the highest court, in Lon- 
don, England. 

Consequently, the outlook is for 
protracted litigation with both com- 
panies doing “business as usual” in 
the meantime. 

In the New York suit, Pepsi-Cola 
alleged that its trademark has been 
in existence and in continuous use 
for 37 years, and that its rights have 
never been challenged in the United 
States. The company further stated 
that it has an investment, with its 
subsidiaries, affiliates, and licensees, 
of more than $15,000,000, and that in 
the calendar year of 1938 will spend 
more than $1,000,000 in advertising. 

The Pepsi-Cola suit alleged that the 
Coca-Cola Company attempted to buy 
the Pepsi-Cola Company, its trade- 
mark and formula, and that failing, 
“it has attempted to destroy Pepsi- 
Cola’s business and the market for its 
product by intimidating its custom- 
ers and the public through threats of 
prosecution, with a view toward pre- 
venting the purchase or use of Pepsi- 
Cola, and has continued to threaten 
such assaults on its business, and 
that of affiliates, subsidiaries and li- 
censees,” ‘ 

The Pepsi-Cola Company asks dam- 
ages and an injunction to prevent the 
Coca-Cola Company from prosecuting 
any actions at law for alleged trade- 
mark infringement; from filing any 
opposition to registration of the 
Pepsi-Cola trademark in any state of 
the United States or in any foreign 
country; from making charges of in- 
fringement, oral or written, open or 
covert; and from “continuing to do 
any of the acts complained of and 
from in any manner violating any of 
the rights to secured to the plaintiff 
by its trademark and its continuous 
use for over 35 years.” 

The suit also recites the original 
application for copyright of a Coca- 
Cola label, alleged to have been filed 
June 6, 1887, by John S. Pemberton, 
chemist of Atlanta, Ga., as follows: 

“Coca-Cola syrup and extract for 
soda water and other carbonated bev- 
erages: 

“This ‘intellectual beverage’ and 
temperance drink contains the valu- 
able tonic and nerve stimulant prop- 
erties of the Coca plant and Cola (or 
Kola) nuts, and makes not only a de- 
licious, exhilarating, refreshing and 
invigorating beverage (dispensed 
from the soda water fountain or in 
other carbonated beverages), but a 
valuable brain tonic, and a cure for 
all nervous affections—sick headache, 
neuralgia, hysteria, melancholy, etc. 

“The peculiar flavor of Coca-Cola 
delights every palate; it is dispensed 
from the soda fountain in the same 
manner as any of the fruit syrups.” 

Headquarters of the Pepsi-Cola 
Company are in Long Island City, 


| five studios isolated against shocks 


N. Y., Charles G. Guth, Jr., is presi- 
dent, and Brown Advertising Com- 
pany, New York, handles the account. 
While Coca-Cola Company recently 
moved its executive offices to Wil- 
mington, Del., Atlanta is commonly 
regarded as its headquarters. D’Arcy 
Advertising Company, St. Louis, has 
handled the advertising for many 
years. 

While Coca-Cola enjoys a sizeable 
volume of syrup sales at soda foun- 
tains, Pepsi-Cola sells syrup only to 
the Loft chain of stores which have 
been serving the beverage exclusively 
since 1931. At that time Charles G. 
Guth was president of Loft Inc., and 
his son, Charles G. Guth, Jr., headed 
the Pepsi-Cola Company. Mr. Guth, 
senior, withdrew from Loft in 1935, 
but his son continues at the Pepsi- 
Cola helm. 

The exact relationship between 
Loft and Pepsi-Cola is currently a 
matter of court litigation. When Mr. 
Guth resigned as president of Loft, 
the latter company laid claim tv 91 
per cent of Pepsi-Cola stock, on the 
hasis that the soft drink project had 
been developed with Loft capital, and 
sued in the Delaware courts to en- 
force the claim. Pepsi-Cola officials 
contested the claim and a decision is 
pending. Meanwhile, Pepsi-Cola main- 
tains its status as an entirely inde- 
pendent organization. 


Cites Supreme Court Decision 


In the petition to the Patent Office, 
the Pepsi-Cola Company character- 
ized Coca and Cola as descriptive 
names, and public property which 
cannot be used exclusively by the 
Coca-Cola Company. 

Commenting upon the latest moves 
in the legal warfare, John A. Sibley, 
general counsel for Coca-Cola, said: 

“The trademark, ‘Coca-Cola,’ has 
been sustained and its validity up- 
held by the Supreme Court of the 
United States. In the opinion in that 
case, the late Mr. Justice Holmes said 
of the trademark ‘Coca-Cola’: ‘It 
means a single thing coming from a 
single source and well known to the 
community.’ ” 

The petition for cancellation of 
Coca-Cola as a trade-mark is based 
not only on the contention that the 
name is descriptive, and therefore in- 
valid, but that the Coca-Cola Com- 
pariy did not qualify for registration 
of the mark by “exclusive” use for 
ten years before filing the applica- 
tion. 


Baltimore Station 
Builds Radio Center 


Station WFBR, Baltimore, has 
launched construction of a $100,000 
radio center, with 18,000 square feet 
of floor space. The Center Theater, 
in addition to the station, will be 
housed. 

Plans, drawn by W. A. Clarke, man- 
ager of technical service, National 
Broadcasting Company, provide for 


and vibration by a suspension system. 


Goes to Terminal 


B. M. Reiss has been appointed ad- 
vertising manager of Terminal Radio 
Corporation, New York. He has been 
assistant to B. M. Reiss, Reiss Adver- 
tising, Inc., New York. 
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COLOR DOMINATES COCA-COLA LAYOUTS 


In the middle of things 
the pause that refreshes 


f 


With frosry boutes of ee-cold Coca-Cols, 
“time our becomes the pause thet refresher. 


Sometimes you serve drink without 
food, but never food without drink. 
ice-cold Coca-Cola, so good by it- 
self, is a refreshing partner of good 


things to eat. And so easy to serve. 


re tor refreshment. 


THE SIX-BOTTLE CARTON 


Featuring full color reproductions of appetizing table schemes, Coca-Cola Com- 
pany is currently in the midst of an aggressive summer campaign. 


Ask Control of 
British Patent 
Medicine Copy 


London, July 28.—-Demand for gov- 
ernment control of patent medicine 
advertising was made by Lord Hor- 
der, Physician in Ordinary to King 
Jeorge, in a speech in the House of 
Lords here this week. Lord Horder 
said he had received assurances of 
support from the Proprietary Asso- 
ciation of Great Britain, the News- 
paper Society, the Advertising Asso- 
ciation, the Periodical Trade Press 
and Weekly Newspaper Proprietors’ 
Association, the Institute of Incor- 
porated Practitioners in Advertising, 
and owners of large newspapers. 

Pointing out that one British pat- 
ent medicine combine had budgeted 
nearly $5,000,000 for press adver- 
tising alone during the coming year, 
Lord Horder continued: 


Is Specialized Profession 


“Advertising has become a special- 
ized profession. The maker of the 
quack medicine or food need no 
longer rack his brains as to the best 
means to overcome any reluctance the 
public may have in spending. He 
hands this over to the advertising 
specialists together with a large sum 
from the fund set aside for this pur- 
pose. Then it is put across to the 
public and there is a rake-off for the 
manufacturer, the advertising agent 
and the newspaper. 

“These advertisements have become 
a much graver danger than the medi- 
cines they serve so well to sell. Fear 
is the chief emotion they play upon, 
so that much of the trade is in effect 
a huge form of blackmail.” 

Lord Horder contended that cen- 
sorship of such advertisements was 
necessary in order to protect those 
newspapers which now refused to 


NOSAUR? 


1ilding? It’s about as easy 
your bed! Or as hard to 


| 


- com- 


SERVICE CO. 


Chicago 
360 NH. Michigan 
All Phones: STAte 5977 


ter Bidg. 


publish them or would like to refuse 
to do so. 


Coonley Heads Ayer’s 
New Honolulu Office 


John S. Coonley has joined N. W. 
Ayer & Son as head of the agency’s 
new Honolulu office. Mr. Coonley has 
opened quarters in the Dillingham 
building. 

He comes to Ayer from Hawalian 
Pineapple Company, Ltd., one of the 
Ayer accounts. Three Ayer execu- 
tives went to Honolulu to make the 
appointment: R. B. MacFadyen, 
Thomas H. Collard and Marvin Mur- 


| Phy. 


Name Emde, Dorman 

American Press Association, New 
York, has appointed Charles Emde 
vice-president in charge of advertis- 
ing and sales, and William K. Dor- 
man treasurer and business manager. 
Mr. Dorman will continue as mana- 
ger of John H. Perry Associates, 
New York. Mr. Emde has been ad- 
vertising director of the APA since 
January, 1937, and prior to that was 
in the national advertising depart- 
ment of the New York Times. 


Ballard Salesmen See 
How Radio Star Works 


Cincinnati, Aug. 12.—Sales- 
men of Ballard & Ballard Com- 
pany, Louisville, were given a 
chance to study radio selling 
methods at close range this 
morning when Smilin’ Ed Mc- 
Connell staged a preview of the 
new fall program at the com- 
pany’s convention. Frank Fer- 
rin, radio director of Henri, 
Hurst & McDonald, Chicago, 
directed the presentation. The 
program opens on a split NBC 
network Sept. 16. 


Agency ‘Woes’ 
Draw Laughs in 
Miss Day’s Play 


Oconomowoc, Wis., Aug. 10. — 
Struggles of Bludge, Inc., mythical 
advertising agency to land a $1,000,- 
000 advertising account from an ec- 
centric cosmetic manufacturer form 
the plot of a hilarious farce comedy, 
“Come Blow Your Horn,” now being 
tried out at the Coach House Theater 
here. The play was authored by Dor- 
othy Day, dramatic critic of the Chi- 
cago Herald and Examiner, who is 
not without radio and advertising 
experience, having played in a num- 
ber of radio programs and authored 
several current radio serials. 


Plenty of Satire 


While advertising men may not 
be entirely familiar with some of 
the antics in this play, which include 
kidnapping a rival, and sending a 
new business man to an insane asy- 
lum to prevent him from making a 
presentation to a client, there is 
plenty of sound satire on the adver- 
tising and radio business to provide 
an evening of laughs for any man 
who ever told a client exactly how 
many radio listeners had their sets 
turned on last night. Many Chicago 
agency men were in the “dress re- 
hearsal” audience of the play here 


this week. 


to American business 
and its advertising 
agents: 


america’s //7//’ CLASS MASS MARKET 


Here is the true top class in 
America’s mass purchasing-power 
economy: the employed American 
union worker. 


And here is his paper, devoted to 
his news, his interests, his living 
standard: PEOPLE’S PRESS. 
PEOPLE’S PRESS is loyal to 
union workers. And 
they're loyal to PEOPLE'S 
PRESS and its advertisers. 


America’s 


That's the loyalty of eight million 


dollars worth of purchases each 


PEOPLE BUY..WHERE PEOPLE WORK .. WHERE PEOPLE'S PRESS IS READ 


week—a substantial market that 
you can reach with one insert or- 
For PEOPLE’S PRESS is 


national —a chain of 


der. 
28 union 
labor newspapers ! 


It's a 
And we'll be happy to 


send it to you, on request. 


The statistical story? 
honey. 


The Newspapers of Labor 


People's Press 


Nat'l. Advg. Office: 1133 Broadway, New York, N. Y. 
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ADVERTISING AGE 


August 15, 193 


D. D. Durr, formerly advertising man- 
ager, Southern division, Tide Water 
Associated Oil Company, who has been 
elected chairman of the newly formed 
Los Angeles Newspaper Publishers Asso- 
ciation. He is president of the Los 
Angeles Advertising Club. 


Re-elect Officers 


All officers and directors of Gen- 
eral Mills, Inc., Minneapolis, were re- 
elected at the annual meeting in Wil- 
mington, Del., this week. Donald D. 
Davis is president and James F. Bell 
is chairman of the board. 


Murray with Agency 
P. S. Murray, Michigan advertising 
executive, has joined the Toledo of- 
fice of Medrum & Fewsmith, in ac- 
count development and contact work. 


An Asset to the Graphic Arts 

Professions-Nationally Used 

3 Grades - Light-Medium and 
Heavy-$2” Per Gal Post Paid 
5.S. RUBBER CEMENT € 
3438 NO HALSTED ST 
CHICAGO, ILL. 


SAVE MONEY 
SAVE TIME 
Stop at the 


LEXINGTON 


Save money—You can get a 
large, delightful room with 
radio, combination tub and 
shower, circulating ice water 
for as little as $3.50 a day. 


Save time—The Lexington is 
centrally located—four short 
blocks from the Grand Cen- 
tral Station. Convenient to 


Park Avenue and the Fifth 
Avenue shopping district. 


DINE + DANCE +» ROMANCE 
IN THE FAMOUS 


| | ee ) 
An authentic Hawaiian setting, 
that has “taken New York by 


storm.” Famous orchestras play 
nightly for dancing. 


HOTEL 
LEXINGTON. 


Lexington Avenue at 48th St. 
NEW YORK CITY 
Charles E. Rochester, 
Managing Director 


Retail Dispiay 
Declines 11.2% 
for This Year 


Chicago, Aug. 12.—For the week 
ended Aug. 6 retailers’ use of display 
advertising space was 13.1 per cent 
below the corresponding week of 
last year, according to the ApVERTIS- 
ING AGE Index of Retail Activity. 

The 80 important markets now 
measured by this Index show a total 
of 15,310,093 lines for the week re- 
ported compared with 17,618,030 
lines for the compared week of 1937, 
a decline of 2,307,937 lines. 

Through the first 32 weeks of this 
year ending with the date reported, 
the measured cities have carried 
556,517,659 lines of retail display 
against 626,766,439 lines for the com- 
parable period of last year, a loss of 
70,248,780 lines or 11.2 per cent. 
Compared with 1936, this year shows 
a decline of 6.3 per cent. 

Weekly variations from the 1937 
levels are shown in the table follow- 


ing: 

AME Stine chcly Sa dio 0 8h — 0.8 
OE ee ere eee eee a — 2.4 
SE si cia hae ate cseh see aus — 3.7 
NS 6 ote rd hae sank bed — 6.1 
eee a rae — 7.2 
LS Ror re ere rer ee — 7.4 
LE 6c Susi haee cerns Keane — 7.7 
PEE £5 60.55040008 Fh evavEs — 6.8 
eer rer errr ee —11.4 
Creer rr err er —14.8 
a ee eee —16.6 
ee eee —18.3 
Se eee —14.2 
ET hos US Soa ered ae aw ok — 0.9 
0 ee rere — 5.3 
Ts ard aid eke a 66 ab kako — 9.8 
OS ee ee eee —15.7 
ree —10.8 
Ae re ee —12.3 
dc dea garde hake as & ee —14.8 
A cris. Dad abode ba dbo hk ok —14.3 
ee een are ea —14.7 
SEER Tain Rar eer —14.3 
EE sah GN5e ke eNO SORES —14.9 
8 Sere er rere eee —14.8 
ME the. cha Vc tals gee w cake ia -16.9 
MS ye as ey piwly ain yes -14.6 
ESS rn ey Serre ee —14.4 
DE iitou das eh eee edn Sa es —13.0 
ee oes eee ee —13.9 
Eg G5 dre nin a. ere nip wee —13.3 
ge ER ee ree eae —13.1 


The accompanying tabulation shows 
individual linage figures for each 
city included in this Index. 


Ninth Exhibit 
of Outdoor Art 
to Open Nov. 10 


Chicago, Aug. 10.—The Outdoor 
Advertising Art Exhibit Committee, 
515 S. Loomis street, has issued a call 
for entries in the Ninth Annual Ex- 
hibition of Outdoor Advertising Art 
which will be held Nov. 10-19, in the 
galleries of Marshall Field & Co. 

Entries will be limited to individual 
designs or campaigns reproduced or 
posted on 24-sheet posters, painted 
bulletins or three-sheet posters be- 
tween Sept. 1, 1937, and Oct. 1, 1938, 
Entries close Oct. 21, 1938. Awards 
will be made in duplicate to adver- 
tiser and artist. 


Awards Jury Chosen 


The jury of awards comprises Wil- 
liam B. Benton, University of Chi- 
cago; Mason Britton, Advercising 
Federation of America; Albert 
Brown, Canada Dry Ginger Ale, Inc.: 
C. P. Fisken, Chevrolet Motor Com- 


Index of Retail Activity in 80 Important 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1938, by Advertising Publications, Inc.) 


Markets 


ee 
ee 


pany; R. H. Flaherty, Premier-Pabst 
Sales Company; Mitchell Heinemann, 
Jantzen Knitt Mills; R. L. James, 
Libby, McNeill & Libby; Gilbert 
| Kinney, American Association of 
Advertising Agencies; Charles Luck- 
man, Pepsodent Company; Wesley I. | 
Munn, Standard Oil Company of In- 
diana; G. C. Pound, Kraft-Phenix 
|Cheese Corporation; Elizabeth W. 
| Robertson, Chicago Public Schools: 
Maurice Saunders, Lithographers Na- 
tional Association; G. R. Schaeffer, | 
Marshall Field & Co.; Mark Seelen, 
Outdoor Advertising, Inc.; Otis Shep 
‘ard, Wm. Wrigley, Jr. Company: FE. 
| A. Tracey, Zenith Radio Corporation. | 


i 
| 


| important 


% Gain % Gain 
32-Week 32-Week 32-Week or Loss or Loss 
Period Period Period 1938 1938 Week Week % Gain 
Ended Ended Ended over over Ended Ended or 
City Aug. 8, 1936 Aug. 7, 1937 Aug. 6, 1938 1936 1937 Aug. 7,1937 Aug. 6,1938 Loss 
(i =: rrr 9,712,169 10,303,799 7,463,781 —23.2 —27.6 292,166 214,036 —26.8 
MEU, BU wecccsccses 3,898,972 4,213,657 3,374,607 —13.5 —19.9 102,459 70,826 —30.5 
ee: A cant ehene we 8,602,496 9,100,676 8,904,182 +3.5 —2.2 308,042 304,766 —1,] 
Baltimore, Md. ....... 13,019,186 13,868,350 12,915,780 —0.8 —6.9 367,277 337,662 —81 
Birmingham, Ala. 7,000,154 7,694,204 7,521,052 +7.4 —2.3 239,708 222,334 —73 
1Boston, Mass. ....... 11,902,784 11,958,196 10,913,734 —8.3 —8.7 323,208 311,444 —3.6 
Bridgeport, Conn. ‘ 5,568,892 6,007,716 5,379,364 —3.4 —10.5 173,796 146,664 —15.6 
Pn 2 Bisedeaws ke 9,778,884 11,043,758 9,561,818 —2.2 —13.4 298,494 221,746 —25.7 
Ce, 2. Bedeveesecs 2,426,545 2,424,874 2,229,944 —8.1 —8.0 58,773 66,357 +12.9 
Cedar Rapids, Ia...... 2,993,648 3,161,242 2,811,718 —6.1 —11.1 98,728 81,802 —17.2 
Chattanooga, Tenn..... 4,168,891 3,922,394 3,741,381 —10.3 —4.6 102,859 111,190 +81 
ao Se ee -. 18,006,508 19,926,075 18,782,378 +4.3 —5.7 520,065 451,870 —13.1 
eS a eee 10,084,790 10,645,625 9,125,182 —9.5 —14.3 296,639 253,082 —14.7 
Cheweree, GO. issscecss 11,851,441 12,931,519 10,572,937 —10.8 —18.2 371,872 273,166 —26.6 
Pn: Gh. s2sceven sbeebees  .  a29460000 eee Seas eee rr 248,226 196,373 —20.9 
a: Se scees 50020 12,231,461 12,875,320 12,537,926 +2.5 —2.6 356,697 313,240 —12.2 
ey Sh ee ee 8,086,422 9,428,134 7,640,146 —5.3 —20.0 237,194 200,480 —15.5 
DOnver, Cole. csccces . 6,184,188 6,235,400 5,528,425 —10.6 —11.3 190,260 120,026 —36.9 
Des Moines, Ia........ 3,876,640 3,961,297 3,853,755 —0.6 —2.7 128,175 102,262 —20.2 
BOtPOlt,. MIGM, .cccccee 12,731,526 13,585,497 10,459,325 —17.9 —23.0 368,748 267,377 —27.5 
De es. Sebbveeecinses. wabbeess jj sc¢u6e06 .. K88 Beam rr eee 170,632 168,798 —1.1 
eh Os Keebtere sence 4,285,822 5,550,888 5,341,892 + 24.6 —3.8 178,626 135,604 —24.1 
Evansville, Ind. ...... 7,915,656 7,662,439 7,555,906 —4.6 —1.4 212,184 181,048 —14.7 
Fall River, Mass...... 2,102,862 2,165,455 1,932,498 —8.1 —10.8 57,513 49,208 —14.5 
Wot: Ce, sesedccace 5,400,738 5,568,038 4,204,648 —22.2 —24.5 143,290 108,444 —24.3 
Fort Wayne, Ind...... 6,781,908 7,196,196 6,436,955 —5.1 —10.6 215,572 160,146 —25.7 
oo, a ee 3,670,043 4,508,854 3,403,726 —7.3 —24.5 110,082 73,897 —32.9 
Grand Rapids, Mich.... 5,471,452 6,454,818 5,148,412 —5.9 —20.2 163,786 133,028 —18.8 
Cpeenviee, BS. Gis ockede 3,528,705 ,070,564 3,780,774 + 7.1 —7.1 114,368 110,446 —3.4 
ie > 8,659,254 9,872,470 9,944,462 +14.8 +0.7 265,062 281,316 +6.1 
Indianapolis, Ind....... 10,476,533 11,239,569 9,419,978 —10.1 —16.2 292,658 230,874 —21.1 
Jacksonville, Fla...... 5,267,801 5,752,138 5,413,404 2.8 —5.9 154,280 139,230 —9.8 
eereey CI, OT, Biscccce 1,477,698 1,475,752 1,256,022 —15.0 —14.9 29,020 24,044 —17.2 
Kansas City, Kans..... 1,461,747 1,623,349 1,715,931 +17.4 +-5.7 49,896 55,447 +11.1 
Knoxville, Tenn. ...... 5,901,553 6,105,750 6,048,033 2.5 —0.9 183,176 171,689 —6.3 
Little Rock, Ark....... 5,772,401 5,753,300 5,539,426 —41 —3.8 153,048 198,940 +29.9 
LsG8: MMSE, Gbisccacs <coeseees 15,587,023 13,897,136 —10.9 479,915 420,543 —12.4 
Lee SE. sccakeé wei bbees 9,661,872 8,500,514 eer —12.0 262,686 232,446 —11.5 
OO i ee 6,159,062 6,100,038 4,697,404 —23.7 —23.0 190,946 149,926 —21.5 : 
Manchester, N. H...... 2,137,641 2,223,792 2,226,348 + 4.1 +0.1 81,454 79,890 —1.9 | of 
Memphis, Tenn. ...... 6,731,036 7,270,426 6,809,068 +1.2 —6.4 218,120 234,962 +7.7 FP uy 
Milwaukee, Wis. .... 8,807,963 10,475,007 8,902,463 +1.2 —15.0 241,750 217,974 —9.8 pe 
Minneapolis, Minn..... 9,082,750 8,965,389 7,992,984 —12.0 —10.9 243,926 227,934 —6.6 [7 
Moline-Rock Island.... 5,113,018 5,531,789 5,299,014 + 3.6 —4.2 160,020 138,222 —13.6 fe SP 
New Bedford, Mass.... 2,023,714 2,091,992 1,897,980 —6.2 —9.3 63,462 47,978 —24.4 | : 
New Haven, Conn...... 5,407,878 5,801,144 5,480,188 +1.3 —5.5 160,930 153,636 —4.5 s se 
New Orleans, La....... 11,679,704 12,192,424 11,080,258 —5.1 —9.1 363,634 324,550 —10.8 ey 
Now York, NM. Yiecces 37,718,143 39,519,717 34,700,942 —8.0 —12.2 978,261 826,633 —15.5 ha 
SBrookliyn, N. Yi.cccsec 4,113,400 4,107,425 3,019,494 —26.6 —26.5 95,171 77,921 —18.1 px: 
gk! es SPerererer es 5,917,018 5,847,044 5,667,844 —4.2 —3.1 193,578 183,302 —5.3 @ ur 
Oakland, Cal. ......... 4,567,582 4,685,450 4,355,655 —4.6 —7.0 140,253 126,797 —9.6 { a 
Oklahoma City, Okla... 6,690,149 7,274,682 7,304,925 +9.2 +04 202,468 189,490 —6.4 sa 
Pe Mi cclhisveeneuss 6,541,121 7,053,589 6,037,441 —7.7 —14.4 172,392 160,489 —6.9 45 
Philadelphia, Pa. ..... 17,013,550 18,136,021 15,454,151 —9,.2 —14.8 347,282 322,913 —7.0 m: 
Phoenix, Arig. ....c06.¢ 4,544,498 4,467,064 4,708,744 +-3.6 + 5.4 153,762 143,640 —6.6 4 
**Pittsburgh, Pa. ..... 13,707,666 15,342,418 12,165,580 —11.3  —20.7 416,248 325,822 —21.7 & 
Portland, Ore, ........ 7,059,785 7,710,796 6,984,994 —1.1 —9.4 244,146 202,482 —17.1 all 
ttProvidence, R. I..... 8,142,729 8,530,633 6,889,099 —15.4 —19.3 225,600 163,521 —27.5 sh 
J ae ree 5,584,782 6,548,870 5,693,915 +1.9 —13.1 185,444 147,854 —20.3 : m; 
Richmond, Va, ........ 7,813,092 7,942,802 7,208,194 —7.8 —9.3 243,922 217,938 —10.7 th 
§Rochester, N. Y....... 10,968,340 10,999,295 8,563,285 —21.9 —22.2 265,622 222,200 —16.4 | thi 
Sacramento, Cal. ..... 5,269,015 5,269,985 4,729,309 —10.3 —10.3 143,752 125,258 —12.9 ‘ 
San Antonio, Tex...... 4,014,150 4,026,291 3,759,575 —6.4 —6.6 100,170 108,993 + 8.8 fat 
Bae BORO, GOhisicicvcce 8,438,514 8,737,030 7,537,104 —10.7 —13.7 303,632 294,952 —2.9 of 
San Francisco, Cal..... 9,444,523 9,593,521 9,331,096 —1.2 —2.7 311,449 342,484 +9.9 in 
Seattle, Wash. ........ 6,112,816 6,223,706 5,548,617 —=§.$ 10,9 170,380 145,978 —14.3 19: 
South Bend, Ind....... 5,268,384 5,780,307 4,229,025 —19.7 —26.8 161,219 103,002 —36.1 sis 
Spokane, Wash. ...... 4,349,167 4,727,324 4,373,866 +-0.6 —7.5 133,406 129,934 —2.6 . 
St. Louis, Mo..... Ssese BOO 11,734,100 10,632,165 —2.6 —9.4 293,205 238,585 —18.6 me 
ee WM Mic as vanes 7,792,353 7,327,971 6,854,272 —12.0 —6.5 205,075 149,111 —27.3 re! 
BYTACUSS, FH. Tecsccccee 6,976,373 7,166,329 6,216,362 —10.9 —13.3 219,044 157,948 —27.9 to 
*Tacoma, Wash, ...... 3,775,229 3,900,434 3,564,260 —5.6 —8.6 74,704 104,510 + 39.9 t 
Tampa, Fla. .......... 3,710,310 3,814,892 3,678,596 ——§,9 —$.6 90,944 88,340 —=$.9 el 
Toronto, Ont., Can..... 12,036,619 12,062,450 10,548,286 —12.4 —12.6 261,547 234,651 —10.3 an 
aves Me Bisvictisarrss Bee 2,576,728 2,448,684 4+-6.1 —4.9 63,616 51,170 —19.6 a 
Toh, GMs cs kensese 6,090,153 5,906,496 5,460,774 —10.3 —7.6 150,136 136,640 —9.0 ye 
Washington, D. C..... 22,388,898 22,698,566 20,277,606 —9.4 —10.7 606,881 570,022 —6.1 els 
Worcester, Mass. ...... 7,167,750 7,393,426 6,844,289 —4.5 —7.4 226,837 170,632 —24.8 ba 
Youngstown, O. ...... 5,840,559 5,572,868 4,490,651 —23.1 —19.4 194,562 129,958 —83.2 “m 
ee Ss a a a oman qua —_— Ie 
-., Serrerererrrr: fs Fogg 626,766,439 656,517,659 —6.3 —11.2 17,618,030 15,310,093 —13.1 de: 
{Boston American and Advertiser combination discontinued April 25, 1938. American changed to tabloid. ye 
tNew York American discontinued June 24, 1937. to 
tBrooklyn Times-Union discontinued June 8, 1937. 8a! 
§Journal and Sunday American discontinued June 8, 1937. 
*Daily Ledger discontinued June 23, 1937. = 
+ttProvidence Tribune discontinued May 1, 1938. om 


**No Pittsburgh evening or Sunda 


y papers published from June 17, 1938, 


Promotion Copy 
Reverses Trend 
with July Gain 


Chicago, Aug. 11.—Reversing the 
downward trend which began in 
March of this year, promotional ad- 
vertising in the advertising press 
during July showed a gain of 21,770 
lines or 12.7 per cent over the pre- 
ceding month, according to a report 
released here today. The July total 
was 193,088 lines against 171,318 
lines for June. 

Compared with the same month a 
year ago when the publications on 
which this report is based carried a| 
total of 239,078 lines, July showed | 
a loss of 45,990 lines or 19.2 per cent. 


to June 25, 1938, due to strike. 


———— 


follows: radio, 18,116 lines or 9.38 | 
per cent; agency, 16,702 lines or 8.64) 
per cent; business paper, 16,044 lines 
or 8.50 per cent; and advertising pro- | 
duction, 13,524 lines or 7.00 per cent. 

Advertising publications on which 
this report is based and their July 
linage records are as follows: 
ADVERTISING AGE (Ww) 65,324 | 


Advertising & Selling (m) . 18,060 | 
PUOROGES COM OW) is cceenccs . .59,682 
Printers’ Ink Monthly......... 13,034 
Sales Management (sm)......22,638 
Ree Cee cha ceaeeedeiseves 14,350 


Shoals in Capital 


Franklin H. Shoals has joined the) 
national advertising department of 
the Washington Herald and Times. 
He was with the Boston Herald-Trav- 
eler for eight years and more re- 
cently with Beech-Nut Packing Com- 
pany. 


Newspapers led in the amount of 
space used with 56,952 lines or 29.49 
per cent, followed by magazines with 
37,072 lines or 19.19 per cent. Other | 


classification and _ the} 


amount of space used by each are as|} 
' 


Appointed by Hotel 
Marion Devereaux has become sales 
promotion manager of the Coronado 
Hotel, St. Louis. 


CUT 
Printing Costs! 


Stretch your printing dollar— 
let Burgess Offset save for you 
as it has for others. Savings 
up to 50°) are not unusual 
Investigate! Get Burgess prices 
before letting your next print- 
ing job! 


J. A. BURGESS @ CO. 
Div. R. C. 8. 
173 W. Madison St. 
Phone STAte 5977 
Chicago, Ill. 
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The rates for this department are as follows: 


“Help Wanted,” 
cash with order. 


$4 


in 


All other classifications (single insertion rates): 
75 per inch. Write for descriptive folder describing discounts for term 


sertions. 


“Positions Wanted,” 
“Representatives Available,” 30 cents a line, 


“Representatives Wanted,” and 
minimum charge $1. Terms 
% in., $2.75; 1 to 3 in., 


— 


POSITIONS WANTED 


BUSINESS OPPORTUNITY 


Space salesman—can present your 
market intelligently. Excellent pub- 
lication and agency background. Good 
correspondent. Copywriting and mer- 
chandising experience. 

Box 1496, ADVERTISING AGE, Chgo. 


Young lady, 10 years experience in 
Printing Production—capacity of es- 
timating and buying printing. Follow 
through jobs to completion. Capable, 
efficient. Excellent credentials, 

Box 1497, ADVERTISING AGE, N. Y. 


MISCELLANEOUS 


GET BUSINESS AT LOWEST COST 
We will gladly send you samples of 
our new PHOTO AD-CARDS. They 
get results. Adapted to any business 
or profession. 

GRAPHIC ARTS PHOTO SERVICE 
Market & Third Sts., Hamilton, Ohio. 


A startlingly different electric razor 
patented ready for production less $1. 
Quick big money maker. Needs $15,- 
000. Box 1498, ADVERTISING AGE,N.Y. 


MISCELLANEOUS 


ECONOMIZE! CUT COSTS! 
Reproduce by Photo-Offset; anything 
previously printed, even if containing 
line cut or halftones, WITHOUT en- 
graving expense. Perfect for all sorts 
of pictorial direct-mail literature, 
sales letters, instruction sheets, charts, 
ete. SMALL runs without penalty! 

300 COPIES (size 8%x11"”) $2.50 
Additional hundred copies only 25c 
Quantity order—lower price. 
Any size can be supplied. Send 
for samples. 


Laurel Process, 480 Canal St., N. Y. C. 


New and Used 
Car Shortage 
Is Predicted 


(Continued from Page 1) 


of the year. This belief is predicated 
upon exceptionally good crop pros- 
pects, plus benefits from Federal 
spending programs. 

The reporting dealers, who repre- 
sent all makes of cars, located in 
every section of the United States, 
have roughly an average of 25 new 
units on hand. This is given as about 
a 37 day supply as of Aug. 1. These 
same dealers report an average of 
45 used units on hand or approxi- 
mately a 44 day supply. 

If this condition holds true gener- 
ally, then it would appear that a 
shortage of both new and used cars 
may develop prior to October when 
the new models are expected to make 
their appearance. Practically all car 
factories have completed their run 
of 1938 models and are now engaged 
in making changes necessary for the 
1939 models. 

Already indications of improve- 
ment have been noted in automobile 
retail sales, and if demand continues 
to increase during August and Sep- 
tember, dealer inventories of new 
and used cars should be reduced to 
a minimum by October. The usual 
year end “clean-up” of current mod- 
els which in previous years has cre- 
ated havoc with many dealers may 
be noticeably absent this year and 
dealers should enter the new model 
year in good shape insofar as inven- 


tories are concerned, the association 
said. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


Oil Companies 
Set Minimums 


in N. Y. Area 


(Continued from Page 1) 


ration and The Sun Oil Company. 
Continental Oil Company, another 
large distributor in this area, mar- 
kets through jobbers instead of di- 
rectly and has given no thought to 
the subject. 

The plunge into fair trade was pre- 
cipitated by a long and bitter price 
war in every borough of New York 
except Richmond, and particularly in 
Brooklyn. 

The extension of price mainte- 
nance contracts to cover Nassau 
County was instigated by the dealers 
themselves, according to Socony offi- 
cials. Whether or not the movement 
will spread to other parts of the 
state depends upon the success of 
the current experiment. 

Chicago is also the scene of a 
lively price war with regular brands 
of gasoline being sold for as much as 
four cents per gallon off the cus- 
tomary price. Fair trade action in 
Illinois, however, is distinctly a mat- 
ter of the future inasmuch as the 
present state act is not held appli- 
cable to gasoline. 

The Gasoline Retailer’s Associa- 
tion of Metropolitan Chicago is at 
present conducting a campaign to 
have this law amended at the Janu- 
ary session of the legislature. The 
projected amendment would provide 
for a cost-plus minimum, designed 
not only to halt disastrous price war- 
fare between established brands but 
also to level out any wide variation 
between the prices of national or pri- 
vate brands of gasoline. 


Film for Rapid 


Rapid Electrotype Company, Cin- 
cinnati, has recently completed pro- 
duction on a sound film showing all 
of the company’s plants together with 
the various operations in the manu- 
facture of electrotypes and matrices. 


Arkansas Magazine Bows 


Lights on Arkansas is the title of 
a magazine recently issued by Brown- 
Eaton Services, Hot Springs, in a 
privately launched campaign to ad- 
vertise the state. 


Racine Shoe to Western 


Racine Shoe Mfg. Company, Racine, 
Wis., has appointed Western Adver- 
tising Agency, Racine, as advertising 
counsel. General advertising, trade 
pupers and direct mail will be used 
for Doctor, Proven Arch, Racine and 
American shoes. 


Nides with Printcraft 


Sam Nides, former sales manager, 
Kelvinator Corporation of Chicago, 
has joined Printcraft, Inc., Chicago, 
as vice-president in charge of its new 
merchandising department. 


N. Y.’s Mayor 
Calls Halt on 
| Aerial’ Copy 


New York, Aug. 10.—Mayor F. H. 
LaGuardia today put a temporary 
halt to advertising by means of ban- 
ners towed by airplanes over New 
York, pending an investigation of a 
crash of an advertising plane at 
Coney Island last Sunday and a clar- 
ification of this type of promotion 
from the newly created Civil Aero- 
nautics Authority at Washington. 

The mayor’s action revealed that 
the New York police department has 
the power to regulate such advertis- 
ing through licenses issued to adver- 
tising planes and pilots Sixteen 
planes are licensed for that purpose 
at present, but all licenses have been 
revoked at Mayor LaGuardia’s order. 

The effect of the mayor’s order is 
to put Sky Writing Corporation of 
America temporarily out of business. 
The company acts as a broker, both 
selling the medium to advertisers 
and hiring planes and pilots. Over 
90 per cent of the skywriting and 
banner advertising done in this area 
is handled by Sky Writing Corpora- 
tion. 

The mishap which caused the 


mayor to take up the subject oc- 
curred when Louis R. Purchase, a 
licensed advertising pilot, experi- 
enced motor trouble while towing a 
banner over the crowded beach at 
Coney Island. The pilot made a 
forced landing in the only open space 
available, and escaped with minor 
bruises. No one else was hurt. 

The mayor declared that his only 
interest was in protecting innocent 
bystanders from injury in case of 
accident to advertising planes fly- 
ing as low as the law allows over 
crowded areas. In ordering Police 
Commissioner Lewis J. Valentine to 
revoke Mr. Purchase’s advertising 
license, Mayor LaGuardia said: “On 
my own responsibility as a flyer, I 
believe that the code of the flyer 
should have made Mr. Purchase land 
his plane in the water.” The mayor 
was a war-time aviator. 


Shell House Organ 


Adopts New Policy 


Shell Union Oil Corporation, New 
York, adopted a new policy with the 
August issue of “Shell Progress,” its 
house magazine. With the exception 
of company advertisements designed 
to compete with editorial copy for 
reader interest, contents and presen- 
tation are those of a general maga- 
zine. 

The format has been changed to an 
overall size of 9%x12 inches. 


AFL Launthes 
Drive in Favor 


of Union Label 


Washington, Aug. 11—The Ameri- 
can Federation of Labor has just is- 
sued its first edition of a “Union 
Label Catalogue-Directory,”’ the pur- 
pose of which is to provide data on 
union-made products to all labor 
unions, union label leagues, and the 
public to encourage local merchants 
and business firms to carry only 
merchandise of manufacturers who 
produce union-made goods. 

The catalogue contains facsimiles 
of all Union labels, shop cards, and 
service buttons of the AFL together 
with a complete list of the industries 
which are entitled to carry union 
labels on their manufactured prod- 
ucts. 

Issuance of the catalogue was in 
conjunction with the recent AFL 
Union Label and Industrial Exhibi- 
tion at Cincinnati with the primary 
purpose of “giving ‘fair’ manufactur- 
ers a reward for their loyalty to 
Labor Unions.” 

AFL officials said that supplements 
to the catalogue will be issued from 
time to time to keep the list of union- 
product manufacturers current. 


be "in the works,"’ and 


media. 


1939 will be increased. 


OUT 
OCTOBER 


25 


The publication date of the 1939 
edition of the Market Data Book is 
timed to coincide with the opening 
of the active period of list-making. 
Plans for next year's campaigns in 


the trade and industrial fields will 


Data Book will supply the basic ref- 
erence material required for intelli- 
gent consideration of markets and 


Business is going up. Lists for 
Inactive ac- 
counts will become active again. 
Publishers whose detailed sales story 
is presented in reference form in the 
Market Data Book will of course get 
preferred consideration, as they 
have since 1921—because their up- 
to-date sales material will be avail- 
able instead of obsolete data which 
may be in the files of space buyers. 


LD, 


OCTOBER 2LSTH+ 1938 


will include 


It will total 


the Market 


Book is the 


business publications and their mar- 
kets to be published this year. And 
the established habit of use based 
on its authoritative presentation of 
data on markets and the media 


which serve 


for every 


Write 


INDUSTRIAL 
MARKETING 


Distribution of the 1939 edition 
business for business publications. 


cream of the crop among manufac- 
turers and advertising agencies in- 
terested in business markets and 
business media. 


edition a bread-and-butter salesman 


represented. 


INDUSTRIAL MARKET- 
ING, 100 E. Ohio St., Chicago, 330 
W. 42nd St., New York. 


the primary sources of 


4,500, representing the 


The Market Data 
only reference book on 


them will make the 1939 


publication adequately 
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Frank Lewis Adds 


Athlete Procunier 


M. F. Procunier has joined Frank 
Lewis, Inc., advertising photography, 
Chicago, to contact agencies. He was 
formerly with Erwin, Wasey & Co. 
and J. Walter Thompson Company. 

Mr. Procunier is prominent in ath- 
letic circles, being bowling champion 
of the Lake Shore Athletic Club, and 
a former Golden Gloves finalist. 


More Advertising, 


Hawaii Bureau Aim 
Economy in administration has en- 
abled the Hawaii Tourist Bureau to 
increase the amount available for ad- 
vertising from $72,000 to $140,000. 
Addison E. Kirk, chairman of the 
committee in charge, announced. 
The Bureau has reduced its staff 
from 15 to 8 persons and moved 
headquarters nearer the waterfront. 
It has also abandoned some of its for- 
mer activities, such as photography. 


Brown Promoted 


A. A. Brown has been appointed 
Winnipeg manager for A. McKim, 
Ltd., Canadian agency. He succeeds 
R. F. Griffiths, retired. 


Selz Joins Ellis 


Preston Selz, formerly with Henri, 
Hurst & McDonald, Inc., Chicago, has 
joined the copy staff of Sherman K. 
Ellis & Co., Chicago. 


Chains Report 
Drop of 8.8% 
in July Sales 


New York, Aug. 11.—July sales of 
20 major chain stores totaled $203,- 
388,183, a decline of 8.8 per cent from 
the $223,230,230 total of a year ago, 
according to reports to ADVERTISING 
AGE today. 

The cumulative or seven month 
total for the group was $1,321,986,081, 
a drop of 9.7 per cent from the $1,- 
464,152,378 shown at this time in 
1937. 


One Gain Is Shown 


None of the organizations report- 
ing was able to present a gain for the 
month, while only Edison Brothers 
stores, with an increase of 1.8 per 
cent, exhibited a cumulative total in 
advance of 1937 figures. 


Less severe in the monthly per- 
centage declines were these: Mont- 
gomery Ward, 4.4 per cent; Safeway, 
3.9 per cent; G. C. Murphy, 4.5 per 
cent, and Woolworth, 8 per cent. 

Figures for the individual stores 
are shown in the accompanying table. 


JULY SALES OF CHAIN STORES 


July July % Gain 7 Months 7 Months %o Gain 
Company 1938 1937 or Loss 1938 1937 or Loss 
Edison Stores .............- $ 1,496,322 $ 1,569,349 Ait $ 13,597,949 $ 13,348,813 +18 
ee oA aia Cid ies 6,970,501 7,707,446 —9.5 47,234,243 50,817,394 —79 
i ae hess 2,365,861 2,702,290 —12.4 $13,967,780 $15,580,150 —10.3 
Breese, CB. Bicsssvaseovseces 10,630,082 12,349,003 —13.9 74,360,162 81,025,254 —8.2 
*Kroger Groc. & Baking Co. 17,073,815 18,670,678 —39.0 124,997,204 136,793,087 aan 
Lerner Stores .........-+4+: 3,068,299 3,410,163 —10.0 20,150,256 23,004,626 —13 
McCrory Stores .........--. 2,945,625 3,132,927 —5.9 20,670,088 21,513,965 —3.9 
McLellan Stores ........-.. 1,751,793 1,860,384 —5.8 $9,489,110 $10,202,422 —7.0 
MM ccc eakeas awd 3,301,227 3,457,026 —4.5 21,167,024 22,114,673 —42 
Neisner Bros. .........++++- 1,529,454 1,962,003 —22.0 10,100,157 11,896,745 mii? 
SE B. Biiv coincnkenes 3,949,708 4,318,580 aall.5 24,203,871 25,773,845 —6.1 
eo eee Ee. eli seeearerren 18,258,177 20,404,585 —10.5 123,553,357 135,717,271 —8 9 
Peoples Drug Stores........ 1,721,658 1,868,233 —7.8 12,136,247 12,747,287 —4.8 
SSafeway Stores .....cceces 29,003,519 30,192,722 —3.9 194,841,720 201,088,753 —3.1 
+Sears, Roebuck & Co....... 35,901,536 42,035,960 —14.6 224,986,360 255,382,085 —11,9 
Solemel, INC, sccsecccvvceses 2,739,286 2,868,162 —4.5 24,214,621 26,732,100 —9.4 
Walgreen Company ........ 5,417,544 5,725,678 —5.4 37,734,263 38,511,912 —2.0 
Ward, Montgomery & Co.... 29,075,336 30,438,710 an 4 $150,593,738 203,825,772 —i4 
Western Auto Supply Co.... 3,455,000 3,841,000 —10.0 18,199,000 19,481,000 —6.6 
Woolworth, F. W.......-+6. 22,733,440 24,715,331 —8.0 155,788,931 158,595,224 a et 
eS eer errr. so $203,388,183 $223,230,230 ——§.8 $1,321,986,081 $1,464,152,378 —9.7 
tSix months. §Covers four and 28-week periods ended July 9. 
*Covers four and 28-week periods ended July 16. +Covers four and 24-week periods ended July 16. 


Lunke Gets School 


James R. Lunke & Associates, Chi- 
cago, has been appointed to handle 
the entire account of Industrial 
Training Corporation, Chicago. Trade 
papers will be used. 


Bevis Gets Resort 


Miami Beach, Fla., has awarded its 
advertising contract to Graydon E. 
Bevis, Inc., Miami. The appropriation 
is $45,000. 


people have. 


sick nor injured. 


property, and who are 


tained by the hospital. 


Probably you have never been to a 


dance in a hospital, but thousands of 


Hospitals are built and maintained to 
care for the sick and suffering, but a 


lot of people in hospitals are neither 


For every patient in a general hos- 


114 persons on the hospital staff, the 
bulk of whom are nurses and others 


who live in the hospital or on hospital 


That's one reason why hospitals are 


such a tremendous market for every 


gotoa 


dishes, food, 


supplies, and a thousand and one other 


tutions—big business—run by execu- 


pital, there is an average of almost 


entirely main- 


thing to sell to this tremendous market, 


HOSPITAL MANAGEMENT can help 


you. 


Hospital Management 
The National Magazine of Hospital Administration 


, 
100 E. Ohio St., Chicago — 330 W. 42nd St., New York ANY 


Did you ever 


in a hospital? 


type of consumer goods—for linens, 


things—in addition to purely medical 


devices, products and supplies. 


Hospitals are big, concentrated insti- 


tives who are business men and women. 


For more than 20 years HOSPITAL 
MANAGEMENT has helped these exec- 
utives solve the business problems that 


confront them daily. If you have some- 


dance 


building materials and 


LEADERS MUST 
BE SOLD FIRST, 
AVERS BERNAYS 


Advertising Strategy Imperfect 
Says Publicist 


New York, Aug. 11.—The theory 
that a comparatively few leaders, to 
whom the masses look up, determine 
the thinking of the majority of in- 
habitants of this country, is ex- 
pounded by Edward L. Bernays, pub- 
licist, in the current issue of the 
American Mercury. The theory, in- 
teresting from the marketing view- 
point, becomes unique when Mr. Ber- 
nays applies it, as he does in his 
article, to “selling Democracy.” 

The publicity expert makes a good 
case for the idea that it is a mis- 
take to try to induce the entire pop- 
ulation to adopt a new product, and 
that it would be wiser to concentrate 
on the general staff, rather than the 
army it heads, at least at first. 


Two Methods of Approach 


“There are two ways to gain pub- 
lic support,” he said. “On the one 
hand, facts or ideas or a viewpoint 
can be presented to the masses di- 
rectly, as is done daily on posters, 
over the radio, through advertise- 
ments in the daily press, or even by 
means of sky writing. Another way 
is to take your message to the group 
leaders, win their support, and let 
them carry the message to the mass 
of the people to prepare them for the 
mass-appeal which may follow this 
group-leader acceptance. In addition 
to relying on formal, free education, 
which is a long-range method to pre- 
serve democracy and all our other 
institutions, the key men and women 
must be made the spearheads of a 
drive for democracy. 

“Americans are ‘joiners.’ As early 
as 1830, deToqueville, visiting Amer- 
ica, wrote that ‘Americans of all 
ages, all conditions, and all disposi- 
tions constantly form associations.’ 
With the growing complexity of life, 
with the spreading out of interests 
since 1830, the number and type of 
associations or groups has become 
infinitely greater and more varied. 
And each one of them has men or 
women at its head, presidents, direc- 
tors, managers, chairmen, whatever 
their title, who wield influence 
among their followers and others. 


Leaders Are Channels 


“A Democratic society with its 
group formations along varied lines 


of interests—economic, social, reli- 
gious, political, professional, geo- 
graphic, ete., provides thousands 


of group leaders who serve as chan- 
nels through which facts or a point 
of view may be projected and find 
readier acceptance and support, be- 
cause of this leader acceptance and 
support. 

“The farm market, or any other 
field, can be reached effectively with 
the same strategy,” Mr. Bernays 
argues, each being guided by a com- 
paratively few leaders who exercise 
a profound effect on the philosophy 
of the rank and file. Advertising 


men can and should adopt this prin- 
ciple, he insists. 

“An advertisement in a magazine 
that reaches group leaders thus has 
an influence far outweighing its cir- 
culation,” he wrote. “The sermon 
of a preacher of a church whose 
membes are leaders, carries further 
than the one without leaders in his 
congregation. 

“It has become the practice of 
many experts in advertising to place 
reliance in developing acceptance for 
products or ideas on mass media. 
These methods work in cases where 
the product generically is already ac- 
cepted. Where this is not the case 
—where the product or idea is still 
new, of a controversial nature, and 
not generally accepted or used—the 
appeal to the leaders must precede 
the appeal to the masses.” 


Harry Taylor, 
Creator of R.R. 
Campaign, Dead 


Chicago, Aug. 11——Harry G. Tay- 
lor, who as comissioner of Western 
railroads and chairman, Western As- 
sociation of Railway Executives, 
launched the notable Western rail- 
road advertising effort of 1935 and 
1936, died at his home in Evanston 
today at the age of 58. 

Mr. Taylor was a newspaper pub- 
lisher before entering the railway 
business, and the lessons he learned 
in the weekly field stood him in good 
stead when he came to power. He 
saw in air conditioned cars and the 
low fares prevalent in the West a 
great sales story, and he became 
chairman of the committee which 
raised $400,000 yearly for the two 
years and selected an advertising 
agency on a competitive basis. The 
award went to Reincke, Ellis, Young- 
green & Finn, Chicago, with Joseph 
H. Finn, vice-president, as account 
executive. 


Inspired AAR Campaigns 


These campaigns were the precur- 
sor and inspiration of the later pro- 
motion by the Association of Amer- 
ican Railroads. The first year’s ap- 
propriation was divided 75-25  be- 
tween newspapers and magazines, 
and the second was devoted solely 
to newspaper copy. Almost 900 daily 
and 6,000 weekly papers were used. 
Results, according to railroad men, 
were highly satisfactory, the West 
showing a much higher increase in 
passenger traffic than the East. 

Mr. Finn paid tribute to Mr. Taylor 
as a broad-gauged executive possess 
ing great belief in the power of ad: 
vertising and gifted with the ability 
to convert others to his views. 


Step up the results of your ads 


save money and time by using 
REVETCH (trade mark) Proofs 


Revetch proofs are reproduction reverse (white 
on black) proofsof type... made mechanically 
in the typography shop without a camera. The 
plate of this ad was made from a REVETC 
(trade mark) proof. These proofs eliminate the 
necessity of making original reproduction proofs 
(black on white paper); you need no revers® 
photostat; engravers do not have to make extra 
negative, and you thereby eliminate the 
penalty for using a reverse in anengraver's plate. 


Write on your letterhead for sample and 
name of local supplier in your culy- 
GRAPHIC ARTS RESEARCH FOUNDATION 
18 E. Kinzie Street, CHICAGO, F. H. Bartz, Directo" 
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COLORFUL APPEAL TO MOVE PEAR CROP 


PACKAGE EMPHASIS IN NEW DISPLAY 


— - one _ 
. “ . 7" eS 


roll F Pe oy 


eBARTL 


WEEK More than a quarter of a million of these display units will be distributed to ; a 


food retailers throughout the country by the California Fresh Bartlett Advisory 
Board. (Story on Page 23.) 


Pleasure appeal and package identification are the outstanding features of 
Liggett & Myers Tobacco Company's new single-unit display, lithographed in 
full color by Brett Lifhographing Company, Long Island City, N. Y. 


IT'S SWING TIME PLAN $400,000 CAMPAIGN 


HISTORIC DRAMA IN AD SERIES 


1 
NORPOLK PAS UNDEK « tote of siege. Before communm 
ation with the outede work! was disrupted, the New York 
Lafe’s Hesne Office was notified that tw et < 

i in the city hed died. Prompt payments would relew 
tress t how could they be meade under these conditions? 


This trio is in charge of a joint Wisconsin-lowa-Minnesota advertising drive to get 

Americans to eat more butter. Minimum expenditure is expected to be $400,000. 

Left to right: Dan Carlson, Northwest Ice Cream Manufacturers Association; 

Fred Larrabee, lowa State Dairyman's Association; and Bryce Landt, Wisconsin 
cooperative creamery executive. 


DEMONSTRATE NEW TELEVISION IMAGE 


The newest...and the best 
thing in spenders for 
Foll is Free Swing Can't 
shid off your shoulders 
end millions of men know 
they con't be equalled for 
ttyle flenibaity de- 
pendobility 


valve. Av- 
THE OPPOSING ARMIES recognized the humanity of life ONE OF THE BENBPICTARIPS later came to New York to 
», She f 


thent< Fall pattems perfect 
insurance suapended huvstalitees elkowed @ representative express her apprecia’ carried « letter from Mayor 
to pass through the lines uncer a flag of truce in order to e Witham W Lamb of Narfotk He wrote: “Your prompt pay Pors design and tradition- 
tablish a contact and make arrangements with the beneficia ment has sustained the high reputation of your Compeny wm ol attention to dete. .ore ° 
tes within the city of Norfotk for the payment of these claims. this community which | hope it will continue to enjoy.” 


yours in every polr... and 


” you wort several. ..one 
for each sit, At your deal 


ers now ... most styles $1. 


rywr New York Life has a long 
| cocord of fidelity in meeting its 
obligations to polievholders; and in 
mvesting it adheres to the principle 
that safety should always be the first 
covideration. These are among the 


reasons why the Company continues 


to merit the confidence of its policy - 
holders . . . why a New York Life 
potiey is one of the beet investments 
you cam make... why the agents. in 
offering the benefits of New York Life 


protection, render @ valuable service 


to the public. This Company ix now 


selecting qualihed college shumni to 
augment its field organization in tts 
variow branch offiees, If vou think 
that vou, or someone you know, might 
he miterested, the Company will be glad 
to forward acopy of a -page book en. 


titled * A Carver ana life Underwriter.” 


Youll like Paris Belts too. 


A STEN 4 COmPaNY 
Mew York » Lov Angeles 
Torente  Buence Aves 


PARIS 
‘tn 


SUSPENDERS 


Cant shad off your shoulders 


SASATY 18 ALWAYS THE FIRST CONS/SDERATION, NOTHING £154 /8 SO IMPORTANT 


NEW YORK LIFE INSURANCE COMPANY 


A Mutual Company founded, on April 12. /8468 


THOMAS 5. BUCKNER, Ctrrmen of the Mme 5) MADISON AVENUE. NEW YORK. §.T. ALFRED Lo MEED Pent 

A. Stein & Co., Chicago manufacturer 
of Paris suspenders, neatly ties in its 
theme with the current enthusiasm for 
“swing” in this copy scheduled to ap- 


pear soon in an expanded campaign. 


One of the series of institutional advertisements that New York Life Insurance 
Company will use this fall. Although continuing to emphasize the company's 
93-year career, this campaign will utilize a new type of copy treatment. 
(Story on Page 6.) 


Television experimentation is a source of keen interest in Kansas City, Mo. 
Arthur B. Church (left), president of KMBC and a principal stockholder in 
Midland Television, Inc., inspects a televised image with J. R. Duncan, chief 
engineer, and G. L. Taylor, president of the television company, In the repro- 
duction above the image on the kinescope screen was not retouched. 


SALES CRUSADE GETS A LIFT ON THE AIR 
UMPIRE'S WORD IS ALWAYS LAW 


‘ewrence H. Whiting, vice president, Chicago Association of Commerce; Mrs. W. E. Fribley, chairman, Chicago Consumers 
Advisory Council; Elmer F. Weiboldt, president, Weiboldt Department Stores: John T. Pirie, president, Carson, Pirie Scott, 
*"¢ G. W. Mason, president, Nash-Kelvinator Corporation, participate in a discussion of the “Sales Mean Jobs" movement 


Modern technique distinguishes this new window display being distributed to 
Pure Oil Dealers. Ketterlinus Company, Philadelphia, designed and produced 


the display. 


over WENR, Chicago. (Story on Page 21.) 
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At last agencies and advertisers can proceed 
with profitable confidence in planning and placing 
sales-producing schedules in important lowa and 
Illinois dailies. 

No longer is it necessary to be a ‘‘Philadelphia 
lawyer’’ to figure out whether you have the right 
information on rates... markets. . . merchandis- 
ing cooperation. The amazing new I & I Group 
Plan (now in use by 74 Iowa and Illineis Dailies) 
gives you the answers in reliable, easy-to-use form. 


From Hodge-Podge to Standard Practice 


All rate cards of standard size (file folder style 
for safe, easy filing of important data) . . . stand- 
ardized, clearly defined merchandising cooperation 

. . uniform market information and consumer 
surveys . .. these things have now replaced the old 
method. The I & I Group make it simple and easy 
to place schedules and to know your market. 


Frequency Discounts Now 
Available on National Schedules 


Here's a big money-saving feature of this revolu- 
tionary new plan. For national advertisers who 
place ads to run consecutively in compliance with 
the uniform Frequency Discount Schedule, liberal 
discounts are allowed . . . similar to local advertis- 
ing set-ups. Thus you get double benefits: a con- 
sistent selling story and actual cash savings. 


NEWSPAPER 
ADVERTISING 
MORE CONVENIENT 
AND PRODUCTIVE 


——e 


With an ease you never realized was 
possible, the I & I Group Plan enables | 
you to get a possible combined circu- 
lation of 866,762 covering a total trade 
area population of 6,839,319 in a huge 
agricultural and industrial market. 

Although these papers operate as a 
group in formulating this plan, agen- 

cies and advertisers deal directly with | 
each paper in placing schedules and 

in billing. 


As an alert agency man or advertiser, you want to take full advantage of 
this outstanding new development in handling national accounts. You 
want simplified, standardized, definite commitments from a large group 
of newspapers... the I & I Group Plan gives it to you. You want increased 
sales and added profits . . . the vast lowa and Illinois market gives that. 

Get full details on this plan now. Write today to the lowa Daily Press 
Association, Shops Building, Des Moines, lowa, or the Daily Newspaper 
League of Illinois, Leland Office Building, Springfield, Illinois. 


lowa Daily Press Association 
Daily Newspaper League of Illinois 


—_— 
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